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With O. Soglow’s chubby little 
ing walking through the ads of 
tandard Oil (Indiana), that Red 
‘own is beginning to mean some- 


hing. 
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“Ad Post Elects Greene in All- 
Night Session,” reports ADVERTISING 
AGE. 

This is going to provide ad post 
members with a brand-new alibi for 
jomestic consumption. 


oe 


At last the curve of national ad- 
vertising lineage in newspapers and 
magazines has turned upward. Maybe 
NRA really means, as S. P. Trench 
suggests, “Now Resume Advertising.” 
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Kleenex is going after two big mar- 
kets in suggesting use of its product 
by hay-fever victims and in cleaning 
automobiles. Why not combine the 
appeals and score twice with the 
sniflers who drive cars? 


~ V 9 


“Advertising is a necessity,” as- 
serts ADVERTISING AGE editorially. 
Certainly—if you don’t believe it, ask 
any publisher, paper manufacturer 
or printer. 
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Canada Dry describes alcoholic 
beverages in which ginger ale plays 
apart as “tall, cool drinks.” But 
isn’t it almost time to begin calling 
a spade a spade and a highball a 
highball? 
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Frigidaire, too, is hastening to the 
relief of hay-fever sufferers. Those 
who can’t afford air-conditioning 
equipment are invited to climb into 
the refrigerator. 
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The new tobacco retailers’ code 
bans coupons and premiums of all 
kinds, but reluctantly permits the 
smoker to have not more than one 
pad of matches with his package of 
cigarettes. That’s the point at which 
the meekest consumer was prepared 
to raise the red flag of revolt. 
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Beer, according to the secretary of 
the United States Brewers’ Associa- 


tion, will be advertised “lavishly, 
widely, sensibly, artistically, con- 
Vincingly and _ truthfully.” That 


sounds like possible exaggeration, 
unless you have seen the gorgeous 
lady in the Schlitz poster. 
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Radio, according to Orestes H. 
Caldwell, is prepared to provide your 
Morning paper by wireless. The sys- 


east of “Extra—All About the Big 
Murder!” included in the service. 
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per cent more stretch to its paper 
towels onght to be a big help to 
consumers, because up to this time 


stretch your imagination. 
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one color so generally in newspaper 


a blackbird. 
vvwy 


know their stuff. 
Copy Cus. 


tem should include having the broad- 


Scottissue’s new plan of adding 50 


the only way to get really dry with 
one of those things has been to 


The blue eagle is being printed in 


and magazine advertising that the 
Public will soon begin to believe it’s 


Joe Cronin and his lads are doing 
their best to convince the public that 
Some folks in Washington really 


HEADS MERGER 


B. B. Geyer 


EYER BRANCH: 
MERGED WITH 
PAUL CORNELL 


Geyer-Cornell Company 
Formed in New York 


New York, Aug. 24.—Forming an 
important new agency, which ap- 
pears capable of taking its place 
with the leaders in this advertising 
center, the New York office of the 
Geyer Company, Dayton, O., has been 
merged with the Paul Cornell Com- 
pany. The new name is the Geyer- 
Cornell Company, Inc. 

B. B. Geyer, president of the Geyer 
Company, becomes chairman of the 
board of the new organization. Paul 
Cornell is president. Eastern activi- 
ties will be concentrated in the Cor- 
nell offices at 580 Fifth Avenue. 

While the merger, it is understood, 
will in no way affect the operations 
of the Geyer Company at Dayton, it 
directs attention to the conspicuous 
success of that organization. Among 
the outstanding accounts handled by 
the Geyer Company is the advertis- 
ing of Frigidaire Corporation, gen- 
erally regarded as a leader in a field 
which has set an example to the 
country in hard-hitting and success- 
ful advertising and sales methods. 
With the Geyer Company directing 
the advertising, Frigidaire has sold 
2,500,000 units. 


Is 21 Years Old 


The Geyer Company was organized 
July 11, 1912, by the late C. J. Geyer 
and his son, B. B. Geyer. Both were 
well known in newspaper advertising 
circles. The elder Mr. Geyer was 
business manager of the Dayton 
Herald for 27 years, while his son 
had also enjoyed newspaper experi- 
ence. Delco-Light Company, a Gen- 
eral Motors subsidiary, was one of 
the early accounts and a branch of 
this company developed into Frigid- 
aire. 

Paul Cornell has been much in the 
limelight recently, partly because of 
the recovery plan which he _ sub- 
mitted to the Government at Wash- 
ington. Embracing the idea of ad- 
vancing an extra week’s pay to each 
worker, the plan was described in 
the Aug. 19 issue of ADVERTISING AGE. 
Mr. Cornell will be in active charge 


New York, Aug. 25.—The NRA pub- 
licity directors have asked Edgar 
Kobak, president of Advertising Fed- 
eration of America, to attend a con- 
ference in Washington tomorrow on 
NRA campaign plans. Mr. Kobak 
will be accompanied by Alfred T. 
Falk, director of research for the 
A. F. A., who will remain in Wash- 
ington to do special work for adver- 
tising interests. 

New York, Aug. 24.—Seeking to 
avoid a repetition of the injury done 
many national advertisers by the 
movement initiated by local NRA 
campaign committees urging con- 
sumers to buy only merchandise 
bearing the NRA insignia, Chas. F. 
Horner, NRA publicity director, came 
to this city Monday to ask the assist- 
ance of leading advertising men and 
their organizations in forming an 
advisory committee to pass on NRA 
campaign plans. 

While this error does not appear 
as the only reason for forming the 
committee, Mr. Horner’s visit fol- 
lowed closely on the receipt of letters 
addressed to Gen. Hugh S. Johnson 
by Stuart Peabody, president of the 
Association of National Advertisers, 
and other national advertisers and 
their representatives, who pointed 
out that the spread of the agitation 
was working a great injustice to 
many national advertisers. 

The communications detailed the 
uneasiness felt by the manufacturers 
because of the facts that facilities for 
labeling their warehouse stocks and 
goods on dealers’ shelves are want- 
ing and that, even though they 
should attempt to do so at once, they 
would be put to great expense with 
no benefit to the government or 
themselves until the labeled goods 
reached the dealer. Some manufac- 
turers estimate six months would be 
required before their labelled goods 
would be available to consumers 
everywhere. 


Will Issue Statement 


Impressed with the gravity of the 
circumstances which operate to dis- 
criminate against many manufactur- 
ers who have extended vigorous sup- 
port to the NRA program, Gen. John- 
(Continued on Page 19) 


Appeal to Buy Only 


NRA-Labelled Goods 
is Scored by A.N.A. 


NAMED FOR COMMITTEE 


Bernard Lichtenberg, Alexander 

Hamilton Institute, who will prob- 

ably be a member of the adver- 

tising advisory committee of the 
NRA 


New York, Aug. 24.—In answer to 
a request for comments on the action 
of NRA in urging purchase of goods 
bearing the NRA emblem, the follow- 
ing statement was received by AD 
VERTISING AGE today from the Associ- 
ation of National Advertisers: 

“On August 14, Stuart Peabody, 
president of the Association of Na- 
tional Advertisers, Inc., on behalf of 
the 275 manufacturers who advertise 
nationally and who are members of 
the association, wrote to General 
Hugh S. Johnson, administrator of 
the National Recovery Administra- 
tion, pointing out to him the unfair- 
ness to the national advertisers in 
the local campaigns being conducted 
by committees throughout the United 
States in so far as these committees 
were advising the public to buy only 
goods which bear the NRA emblem. 


(Continued on Page 19) 


headquarters in Louisville. 


Last Min ute News Flashes 


General Mills Acquires Red Band Milling Co. 


Minneapolis, Minn., Aug. 25.—James F. Bell, president of General Mills, 
today announced completion of plans for immediate acquisition of Red Band 
Milling Company, Johnson City, Tenn., and the formation of Washburn 
Crosby Milling Company of Louisville, Ky. 

Richard Bean has been elected president of both companies, and 
Edward K. Pickett, long associated with General Mills and its predecessor, 
has been named vice-president of Washburn Crosby Milling Company, with 


Gen. Johnson Asked to Address D. M. A. A. 


Washington, D. C., Aug. 25.—C. A. Bethge, vice-president in charge of 
sales, Chicago Mail Order Company, and chairman of the convention 
committee of Direct Mail Advertising Association, today presented Gen. 
Hugh S. Johnson, NRA chief, with an invitation to address the D.M.A.A. 


at its annual meeting in Chicago, Sept. 27-29. 


Hudson and Reo organizations, has 


(Continued on Page 18) 


Mitchell Named Leonard Advertising Manager 
Detroit, Mich., Aug. 25——Sam C. Mitchell, formerly Minneapolis dis- 
trict sales manager for Kelvinator Corporation, and before that with the 


been named advertising manager of 


Leonard Refrigerator Company. He succeeds A. M. Taylor, resigned. 


RETAILERS SPLIT 
ON PRICE, COPY 
PHASES OF CODE 


Old Macy-New York Fight 
Rages in Washington 


Washington, D. C., Aug. 25.—True 
to the expectations of retailers and 
advertising men, the NRA hearings 
this week on the code of fair prac- 
tices submitted by retailers for the 
department store, furniture, hard- 
ware, mail order, shoe, dry goods 
and clothing industries developed 
into a lusty fight between those 
groups which want to regulate sell- 
ing prices and advertising copy, 
and those who want these details 
left severely alone. 

As was generally anticipated, the 
biggest guns in the battle were 
brought up by various Better Busi- 
ness Bureaus and fourteen New York 
department stores under the general 
leadership of Maj. Ben Namm, head 
of the Namm Store, Brooklyn, on 
the one hand, and Percy S. Straus, 
president of R. H. Macy & Co., on 
the other. 

The struggle centered around two 
vital points in the proposed code. 
One provides that retailers in the 
groups covered may not sell mer- 
chandise at less than the “net in- 
voice or current market delivered 
price, plus ten per cent to partially 
cover labor costs.” The other pro- 
hibits the use in advertising or else- 
where of general underselling claims, 
misrepresentation or misleading ad- 
vertising, and reference of any sort 
to competitors in advertising. 


Sees No Limit 


At the hearing yesterday — the 
third day on which retailers’ prob- 
lems had been aired for the benefit 
of NRA officials —— Mr. Straus con- 
tended that “if retail trade groups 
can fix prices at net invoice cost 
plus ten per cent then they may 
logically raise the margin to 15 per 
cent, 25 per cent, or even higher.” 

“The adoption of such a principle,” 
he said, “will not increase consump- 
tion nor build purchasing power:* it 
will choke the free flow of commerce 
and shrink volume. Price fixing 
agreements between manufacturers 
and retailers have heretofore been 
held illegal.” 

Another witness, F. G. Houlihan, 
Cambridge, Mass., furniture dealer, 
asserted that furniture merchants 
will be glad to accept the shorter 
hour and higher wage provisions of 
the code provided means are found 
to eliminate unfair competitive prac- 
tices, especially misleading advertis- 
ing. 

“From New York to Main Street,” 
he said, “the question of false adver- 
tising is of vital concern to all mer- 
chants and consumers.” 

False advertising destroys the con- 
fidence of the public in all advertis- 
ing, Mr. Houlihan asserted, and thus 
increases the cost of all advertising. 
“Adoption of that section of the code 
dealing with trade practices is abso- 
lutely vital to the success of the re- 
covery program so far as retail trade 
is concerned,” he added. 


Clarifies Provisions 


New York, Aug. 23.—Further clari- 
fying the attitude of the Periodical 
Publishers Institute toward magazine 
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rates under the code which has been 
submitted to the NRA, George C. 
Lucas, executive secretary of the or- 
ganization, yesterday addressed a 
bulletin to members pointing out the 
purpose of the rate provisions is to 
prevent discrimination between ad- 
vertisers or the rendering of secret 
rebates. 

“It is undoubtedly true that some 
publications have special rates for 
advertisers of long standing and that 
the rates granted to these advertis- 
ers are not published in the rate 
card,” the bulletin said. 

“It is the present interpretation of 
the executive committee that a pub- 
lisher can maintain these special 
rates if he so desires by filing full 
details of such schedules, including 
the regular published rates, with the 
secretary of the institute, where they 
will be available for inspection by 
advertisers or publishers interested 
therein. Under such circumstances 
the granting of such rates would not 
be considered a secret rebate.” 

The bulletin also pointed out that 
publishers who have signed the 
blanket code with exceptions noted 
in the periodical code are now 
actually working under the Presi- 
dent’s re-employment agreement, but 
will come under all the provisions of 


N. E. A. Adopts Code 


Chicago, Aug. 23.—Wages and 
hours of labor clauses similar in 
most respects to those included in 
the newspaper code are provided for 
in the code of the publishing-printing 
and printing subdivision of the 
graphic arts industry drawn up here 
under the sponsorship of National 
Editorial Association. 

Working hours for labor are lim- 
ited to 40 per week, with office and 
clerical help allowed to work 48 
hours. Reporters, editorial writers, 
etc., are excluded from the hour pro- 
visions. Wages for male labor are 
set at a minimum of 40 cents an 
hour, and for female labor at 30 
cents an hour. Minimum wages for 
clerical help range from $15 in cities 
of more than 500,000 to $12 in towns 
of less than 5,000. 


Outlaw Government Competition 


The fair practices section of the 
code provides for the setting up of 
a cost accounting system and the 
elimination of secret rebates, and 
also provides that no organization 
supported in whole or in part by 
taxes or contributions shall sell 
printing in competition with commer- 


by the National Editorial Associa- 


tion, with four members of the 
Newspaper Association Managers, 
Inc., sitting with the governing 


board of that body. 


Adcrafter NRA Team 
Does a Fast Job 


First to check in with a complete 
report in the Detroit NRA drive this 
week was the team composed of Ad- 
craft Club members, which took only 
one hour and five minutes to scour 
its territory Wednesday and report 
back that they encountered only five 
“holdouts.” 

The team consisted of Gordon K. 
MacEdward, Frank W. Atherton, 
James Dutch, A. A. Rothwell, Charles 
Piper, Edwin J. Smith, C. C. Curtis, 
Charles J. Esterling, Joseph R. Sco- 
laro, Eugene M. Zuber, L. Grant 
Hamilton, Herbert D. Murray, Mason 
Barr and Walter Ryan, Jr. 


Report Published 
The Trade-Ways Group, 285 Madi- 
son Avenue, New York, has issued a 
report called “The New Road to 
Profits,” which outlines profitable 
business policies under the NRA. 


Zimmermann with Agency 
W. A. Zimmermann, formerly with 


the periodical publishers’ code when | cial businesses. 
that code is approved by the NRA. 


the Geyer Company, Dayton, O., has 
joined Paris & Peart, New York, as 


The code would be administered | account executive and copywriter. 


The most important matter in one’s 
e life is his own personal problems. 
Unless you find a practical solution to 
them, your days are pretty hectic. No en- 
joyment. Nothing can be right until you 
right that personal problem. 


Just’ what the personal problem hap- 
pens to be is usually of no consequence to 
anyone but to you. But, how vitally neces- 
sary it is for you to secure a satisfactory 
answer to that personal problem. How 
you will respond to authoritative assistance 
which helps you discover a practical and 
proper solution. 


Every month more than a quarter of a 
million folks read Physical Culture Maga- 
zine. Read it from cover to cover. With- 
out fail. One reason why they do is be- 
cause Physical Culture is “The Personal 
Problem Magazine.” These quarter of a 
million readers know that they will find in 
its pages, frank discussions of intimate 

oblems concerning feminine hygiene, 
child care, preparation of food, family re- 
lationship and similar subjects dealing 
with everyday social and business life. 


Take the September issue of Physical 
Culture Magazine. Its contents include: 
An article by Albert Edward Wiggam 
entitled: “Birth Selection Is the Name for 
It”: “The Problem of the Lonesome 
Woman”; “A Golf Widow Tells the 
Truth”; “My Quarreling Parents”; 
“Women Should Be Tireless,” a study in 
human energy and how to have it. “The 
Psychology of Being ‘Skinny,’” by Milo 
Hastings, who has been said to know more 
about weight-control than any other 
writer, and “Let Your Child Stand on 
His Own Feet.” All of them informa- 


- tive, authentic articles containing answers 


to common personal problems. 


Regardless of what their personal prob- 
lems may be, these more than a quarter of 


Why these folks are Responsive 


a million Physical Culture Magazine read- 
ers are aware that they can rely upon the 
editors of Physical Culture to answer 
them, either through the pages of the 
magazine, or by direct correspondence. 
For, in the thirty-five years that Physical 
Culture Magazine has been published, it 
has never failed a reader with his personal 
problem. And there have been thousands 
and thousands. Hundreds of letters deal- 
ing with personal problems are received by 
Editor Macfadden and his associates 
almost every day of the year. 


Since Physical Culture Magazine is a 
cherished, practical adviser to its more 
than a quarter of a million readers, it has 
a responsive audience second to none in 
the entire magazine field. A genuine re- 
sponsiveness that can be capitalized by 
any advertiser who can use to advantage 
a market of more than a quarter of a mil- 
lion substantial families. A market which 
incidentally is growing, for the newsstand 
sales of July, August and September 
issues of Physical Culture Magazine were 
up some 25%. Furthermore, you cannot 
reach or sell these more than a quarter of 
a million families in any way except 
through the pages of Physical Culture. 


And what manufacturer today can af- 
ford to pass up more than a quarter of a 
million responsive customers! 


AN ADVERTISEMENT FOR PHYSICAL CULTURE, THE PERSONAL PROBLEM MAGAZINE 


—= 


AND NOW THE KING WEARS A RED CROWN 


ONE MOMENT, PLEASE... 


= 


“One moment, girlie... have you tried the new Standard Red Crown Sieperfucl? 
Free from harmful sulphur and gum... don't forget that!” 


Cope. 1931. Sandard 08 Cy 


Standard Oil Company of Indiana has added Soglow's well-known 
king, dressed in its familiar red crown, to its promotion schedule, 


He is appearing in 210 line space every da 


or 15 weeks in nine 


newspapers, creating something of a record tor continuity and total 


lineage for humor copy. 


Identical position each day is asked of 


newspapers 


FISHER RELEASES 
BROADSIDE IN 
BODY ARGUMENT 


All Low-Priced Gars Take 
Part in Fray 


Detroit, Mich., Aug. 24.—With the 
entrance of Fisher Body Corporation 
into the fight over the proper ma- 
terials to be used in body construc- 
tion, the roll call seems to be com- 
plete. Most of the other manufac- 
turers have already registered their 
beliefs. 

In its current advertisement, said 
to be the first prepared by Fisher’s 
new agency, Erwin, Wasey & Co., 
Fisher Body intimated that somebody 
has drawn the bow to the breaking 
point. It made the flat statement 
that “there is not an ‘all-steel’ body 
built that does not contain upward 
of 35 board feet of wood, which is 
no condemnation, but merely a fact.” 

Fisher Body thus rushed to the 
rescue of its big brother, Chevrolet 
Motor Company, which seems to 
have started the debate, and which 
this week continued it with news- 
paper copy of its own. Chevrolet 
asserted that “steel alone is not 
enough.” This gave Marse Henry, of 
Dearborn, Mich., an opportunity to 
score, and he lost no time in doing so. 


Others Enter Battle 


He admitted, without reluctance, 
that all-steel bodies are more expen- 
sive than any other kind and inti- 
mated that many manufacturers 
could not afford such expense. He 
concluded by pointing out that Ford’s 
policy is to make the best car possi- 
ble, regardless of cost. 

What seemed to be a faux pas by 
Chevrolet was not allowed to pass 
unnoticed by Plymouth and Chrysler, 
which, however, did not participate 
in the discussion publicly, but told 
their salesmen how they might turn 
the admission to advantage. A sales- 
man’s bulletin said sarcastically: 

“Steel alone is not enough.’ What 
a shock to the engineers who designed 
and built the Plymouth, Dodge, 
DeSoto and Chrysler all-steel bodies. 
They have rolled these cars down 
mountain-sides, time after time; they 
have loaded the tops with enough 
sandbags to wreck any body pre- 
viously built—and they thought they 
had a body safer and stronger than 
anything else known. 

“What a blow to the many, many 


people throughout the world who, 


after an accident, have attributed the 
fact that they were still alive to the 
steel body.” 

The reply by Fisher Body may or 
may not close the argument. Cer. 
tainly those who have followed the 
debate in the newspaper columns 
must have been impressed by the 
statement by Fisher Body, whose 
years of manufacturing and advertis. 
ing have given it a prestige accorded 
to few others, even in the motor car 
field. 

Pointed Barbs 


The Fisher advertisement was 
headed, “Something the public is en- 
titled to know about automobile 
bodies.” It contained this startling 
paragraph: 

“The only car in the low-priced 
field with a body strong enough to 
stand up under 12,000 pounds’ diago- 
nal pressure was a Chevrolet—built 
with a one-piece steel body solidly 
buttressed with reinforcing hard- 
wood.” 

Further barbs in the Fisher copy, 
apparently aimed directly at Mr. 
Ford’s contention that “wood is all 
right for furniture,” but not so good 
in present-day automobile bodies, in- 
cluded these paragraphs: 

“It is a point of pride with us that 
Fisher is free to build any type of 
body it may choose, from any mate 
rial. 

“It is a point of fact that in techni- 
cal and manufacturing resources 
Fisher is equipped to build any type. 

“For more than 25 years this or 
ganization has been alert to the pub 
lie’s desire for style and safety and 
comfort. 

“For more than seven years it has 
built more bodies than any other 
company in the world—because it has 
never been the one to cling to al 
antiquated model or an antiquated 
idea.” 


Sweeney, Allen Launch 


Federated Sales Service 


The Federated Sales Service, a new 
type of organization designed to aid 
manufacturers and manufacturers’ 
agents, has been launched by Walter 
A. Allen and John M. Sweeney, both 
of whom are well known in NeW 
England advertising circles. Head- 
quarters are at 537 Commonwealth 
Ave., Boston, and branch offices are 
being opened in Albany, Buffalo and 
Cleveland. 

The organization maintains a com 
prehensive, up-to-date list of manu 
facturers’ agents for all types of com 
modities and specializes in arranging 
representation for manufacturers. 


Ricker Hasn’t Moved 


A recent item in ADVERTISING AGE 
announced that R. R. Ricker of the 
Midwest Purchasing Age had joined 
National Purchasing Agent as adver 
tising manager. Mr. Ricker advises 
that he is still connected with Mi¢ 
west Purchasing Agent. 
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The Uptarn in National Advertising 


The figures on national advertising 
in newspapers and magazines for 
July, published in recent issues of 
ADVERTISING AGE, are more than or- 
dinarily significant. They mark the 
first relative gains that have been 
scored in the field since the business 
upturn began. They mean more 
than merely increased activity in the 
advertising business, because they 
are based on the operations of manu- 
facturers in many lines of industry. 

The increase is indicative of two 
factors—one, an increase in actual 
sales, and two, more favorable senti- 
ment which assures increased vol- 
ume during the coming months. 
Under those conditions, the justi- 
fication for expanded advertising 
schedules has been easy to find. Ad- 
vertisers are taking advantage of the 
increased volume of business now 
available, and at the same time are 
building the basis for larger sales in 
the immediate future. 

National advertising volume is 
perhaps as true an index to the gen- 
eral business situation as one could 
find, and should properly be included 
in surveys of business activity along 
with carloadings, bank clearings and 
other factors which are generally 
employed to chart the movement of 
business. Most of the figures usu- 
ally used are based on what has 
already happened, and because ad- 
vertising deals both with the present 
and the future, it is a more signifi- 
cant index to what is ahead than 
many of the other indicators which 
are commonly employed as a means 
of forecasting the business outlook. 

The figures are not only hearten- 
ing to those in the advertising busi- 
ness, since they indicate an assured 


basis for greater activities during 
the remainder of 1933, but they 
prove again the vital part which ad- 
vertising plays in the operations of 
the larger businesses which serve 
the nation. When advertising vol- 
ume declined, as the result of the 
shrinkage of sales in most lines of 
industry, ADVERTISING AGE contended 
that it indicated no loss of confi- 
dence in advertising on the part of 
business, but simply a normal adjust- 
ment to new conditions. Now that 
the conditions are more favorable to 
sales promotion, advertising is again 
forging to the front. 

The increase in advertising at this 
time may also be taken as an indi- 
cation of the confidence of business 
in the ultimate benefits of the NRA 
program. Belief in the value of in- 
creasing public buying power is one 
of the factors which has led manu- 
facturers to invest more in advertis- 
ing, in order to get their share of the 
increased sales which they believe 
are to result from the adoption of 
higher wage levels through the re- 
covery program. This expression of 
confidence in the future of the coun- 
try under the new deal will be one of 
the factors most likely to assure its 
success. 

At all events, the turn of the tide 
in advertising, which will play such 
an important role in the movement 
of all business to distinctly higher 
levels, marks a new stage in the 
gradual progress of the country back 
to normalcy. The maintenance of 
favorable comparisons during the 
next few months will confirm the 
opinion that business is definitely 
out of the depression doldrums. 


New Advertisers Under Repeal 


The repeal of the eighteenth 
amendment now seems to be certain. 
“The Revolt in the Desert,” as the 
Literary Digest puts it, has turned 
out to be a revolution, with senti- 
ment almost unanimous in favor of 
a return to legalized manufacture 
and distribution of alcoholic bever- 
ages under government control. 

As in the case of the return of 
beer, the advent of legalized whis- 
kies, wines and other hard liquors 
will mean many new advertising ac- 
counts. Distillers and others in this 
field were formerly active advertis- 
ers, and the more liberal attitude of 
the public and the press on this sub- 
ject will probably insure facilities 
for even larger campaigns than were 
the rule heretofore. 

Both federal and local restrictions 
will govern the operations of the 
manufacturers of wines and distilled 
liquors, and hence distribution and 
advertising plans will be held largely 
in abeyance until it is known defi- 
nitely just what operations will be 


permitted in each territory. As 
pointed out in ADVERTISING AGE sev- 
eral weeks ago, much territory was 
dry before national prohibition, and 
will probably continue to be so under 
the new regime, but the areas in 
which sales and advertising will be 
permitted will include the most pop- 
ulous sections of the United States. 

In the meantime, it is interesting 
to note that manufacturers of ginger 
ale, mineral water and other prod- 
ucts used in the preparation of 
drinks with an alcoholic content are 
speaking more frankly regarding 
this subject through their advertis- 
ing. The change in public sentiment 
which has been evident in the vote 
on repeal, as well as the attitude of 
the national administration, has made 
it possible to put into text and illus- 
trations references to liquor which 
would have been entirely out of 
place six months ago. Thus again 


the advertiser moves with public 
opinion. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 516. How Buffalo Housewives 
Plan Meals and Buy Food. 


The Buffalo Courier Express had 
2,340 women who attended a cooking 
school conducted by the papers fill out 
a detailed questionnaire telling how 
they bought food and planned meals. 
A wealth of material of interest to 
food manufacturers was thus devel- 
loped, especially dealing with when 
meals are planned, how much influ- 
ence the husband has in purchases, 
how newspaper advertising affects the 
buying, ete. 


No. 487. Wings to Words. 
Published by Rapid Electrotype 
Company, Cincinnati, this book 


treating of the uses, purposes, and 
methods of making mats, electro- 
types, etc., is a worthy addition to 
the advertising man’s library. The 
book is interestingly written and is 
likewise a good example of fine book 
printing. 


No. 446. The Shadow of a Man, 


“There was once a Sacred Number, 
and its name was Eighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


418. A Million Women with Mil- 
lions to Spend. 


“We have a million women look- 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 
Hollywood, Screen Book, Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 
interest to advertisers selling to 
women. 


No. 342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of 
tying their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


414. Iowa Grocery Outlets. 


This directory of Iowa groceries, 
published by Des Moines Register and 
Tribune, contains the name and ad- 
dress of every retail grocer in the 
state, the number of families in each 
county, the daily and Sunday circula- 
tion of the Register and Tribune in 
each county, and also indicates those 
stores affiliated with buying groups 
or chains. Listings are arranged in 
convenient routes in Des Moines and 
certain other cities, and wholesale 
grocers, wholesale fruit and produce 
houses, and chain store buying offi- 
ces are also listed. The Guide is dis- 
tributed without charge. 


No. 470. Why KSO Sells Goods in 
Des Moines. 

Valuable information about the 
selling job done by KSO, Des Moines, 
Ia., “lusty offspring of the Register 
and Tribune.” Contains details of a 
telephone survey of 5,000 Des Moines 
homes, including number with radios, 
station preferences, etc. 


THINNING THE VICE-PRESIDENTIAL RANKS 


— 


——<—% 


“It got rumored around that | paid my income tax, so I'm not a 
vice-president any more." 


—Judge 


Voice of the Advertiser 


Another Scotchman Turns 
Up in Outdoor Copy 

To the Editor: I have just noticed 
in your current issue reproductions 
of two current 24-sheet posters, one 
for Pontiac and one for Shell Oil, 
featuring Scotch illustrations. 

I am sending you enclosed a pho- 
tograph of a 24-sheet poster we 
created for our client, Dr. Pepper 
Company, and which at this time is 
current on the boards in some local- 
ities and is scheduled for more gen- 
eral showing in September. 

Noting your foot-note beneath the 
reproductions of the Shell and Pon- 
tiac posters, wherein those adver- 
tisers “make affidavit’ that there 
was no collusion, I am sending you 
our “entry” in what might be termed 
a “Scotch Poster Contest,” and will 
supply, if requested, an affidavit to 
the effect that this poster was con- 
ceived and visualized last October, 
the finished painting being done by 
Andrew Loomis shortly after Jan. 1, 
the lithography being produced by 
Continental Lithographing Company 
along about April of this year. 

RAYMOND P. LOCKE, 
Vice-President and Treasurer, Tracy- 
Locke-Dawson, Inec., Dallas, Texas. 


(Editor’s note: Dr. Pepper’s Scotch- 
man is reproduced in person—not a 
movie—on page 20 of this issue.) 

, FF F 


Conklin Campaign 


Stands on Merits 


To the Editor: As the agency 
serving the Conklin Pen Company 
we are interested in learning where 
Copy Cub got the quoted words used 
with reference to the Conklin adver- 
tising campaign in his column in your 
Aug. 19 issue. 

We don’t recall having made any 
such statement about this campaign, 
which is entitled to respect on its 
merits, and neither our client nor 
ourselves were conscious of an in- 
tention to kid anybody about it. 

I would agree with the quoted 
statement if it should read, “give the 
effect of a much heavier campaign 
than is actually scheduled,” but the 
words “impression” and “contem- 
plated” convey the thought of a de- 
liberate deception. Obviously no- 
body would admit such a promo- 
tional practice. 

Please don’t get the idea that any- 
body is sore about this, and under- 
stand that we are grateful for your 
courtesy in mentioning Conklin in 


such a popular column as the Copy 


Cub’s. But what I want to find out 
is who gave you the idea that we 
were trying to fool somebody. 
STERLING BEESON, 
Sterling Beeson, Inc., Toledo, 0. 
- 2 


A Little Carbon Dioxide 
for Dear Old Copy Cub 


To the Editor: We have noted the 
statement of Copy Cub in the Aug. 12 
issue of ADVERTISING AGE which 
reads: 

“A carbonated coffee is the latest 
invention of the food experts. Some: 
body is always doing something to 
spoil a perfectly good drink.” 

We might say that adding carbon 
dioxide to coffee falls along the same 
line as that followed by the Divine 
Creator in his addition of carbon 
dioxide in the famous mineral waters 
all over the world. 

Incidentally, it might be of some 
interest to Copy Cub to know that 
he himself is creating some carbon 
dioxide in the daily routine of his 
existence. Should he wish to cease 
creating this carbon dioxide it would 
enable him to take issue with the 
Divine Creator for spoiling so per 
fectly good a drink as water. 

W. A. HEYMAN, 
President, Heyman Process 
Corporation, New York. 
vvy 
Decries “Shopping” in 

Buying Creative Services 

To the Editor: Bargain-hunting 
tactics have even penetrated the 
ranks of advertisers during the past 
depression years and there has been 
a growing tendency among many of 
the large and small buyers of sales 
ammunition to “shop” for ideas. 

Surely no estimate can be placed 
on original advertising copy and mer- 
chandising themes which sell the 
product. Reproduction of the word 
and picture is a mechanical process 
that is more or less standardized, 
but the value of creative material is 
unlimited and depends solely upot 
the returns. 

We offer a creative service to sev 
eral prominent accounts and in 
many instances find it necessary to 
estimate costs in competition with 
non-creative groups whose profit lies 
in the paper and ink. 

Advertising that sparkles and sells 
goods cannot be bought like canned 
goods and it will be well if the aims 
of the NRA are carried into the fold 
of the buyers of ideas. 

Monroe SHAW, 
Bender-Shaw Advertising, New York. 
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PACKARD BEATS 
GUN: CAMPAIGNS 
FOR NEW MODEL 


“Yardstick’’ Theme Featured 
in Extensive Drive 


Detroit, Mich., Aug. 24.—With a 
new slogan—“The Yardstick With 
Which All Fine Car Values Can Be 
Measured”—to take its place along- 
side the time-honored by-word, “Ask 
the Man Who Owns One,” Packard 
Motor Car Company early in Septem- 
per will launch a vigorous campaign 
to introduce its eleventh-series auto- 
mobiles. 

This campaign, the first to get un- 
der way for 1934 models of motor 
cars, Will start off with teaser copy 
in the Sept. 2 issue of Saturday Even- 
ing Post and New Yorker and the 
Sept. 4 issue of Time. Use of teaser 
advertising marks a departure for 
Packard, which for many years has 
refrained from anything ‘“unortho- 
dox” in its consumer advertising. 

These will be followed at an early 
date with spreads presenting the 
company’s three new lines—the eight, 
super eight and twelve—in a refined 
but dramatic manner. 


Distributors Learn Plans 


The company’s advertising plans 
and sales strategy for the coming 
year were outlined this week to more 
than 1,000 distributors and dealers 
who came to Detroit for their annual 
convention. Among the speakers were 
Alvan Macauley, president; M. M. 
Gilman, vice-president in charge of 
distribution; J. A. Gilray, sales pro- 
motion manager, and F. H. McKin- 
ney, general sales and advertising 
manager. 

The convention was climaxed with 
the largest driveaway in the com- 
pany’s history, with the field force 
parading back to their territories 
more than $2,000,000 worth of new 
demonstrators. 

While the “yardstick” theme will 
be emphasized throughout the year 
with a series of black and white 
pages in a list of magazines that will 
be enlarged as the season gets under 
way, a series of “temptation pages,” 
executed in color, will also be used. 

These pages will have a copy theme 
of their own—the precision and qual- 
ity of Packard manufacture. They 
will depict, from time to time, such 
phenomena as the spline grinding of 
transmission gears, the testing of 
roller bearings in the “silent room,” 
the Packard light ray machine and 
the moisture determinator in action. 

Art for the black and white pages 
will be done by Fred Cole. Haddon 
Lundblom will illustrate the color 
pages. 

Shortly after the magazine intro- 
duction, the force of newspapers will 
be added to the drive, with a strong 
scheduie in this field backing na- 
tional copy with localized appeal. 
Direct mail will play an important 
role in Packard’s plans. This phase 
of the campaign promises to estab- 
lish a new high for the company in 
intensiveness and variety. 

The initial effort will take the form 
of a handsomely engraved invitation 
to prospects, accompanied by a book- 
let amplifying the importance of the 
“yardstick” used in measuring fine 
car values. Following closely will 
be a new series of booklets, aimed at 
the “ultimate consumer,” and _pat- 
terned closely after the successful 
series used last year. They will be 
sent out under three classifications— 
the “Come-Up’s,” “Come-Over’s,” and 
“Come-Back’s.” 

An additional feature of the direct 
mail effort will be a special dispatch 
of letters with an intimate personal 
appeal to carefully prepared lists, 
Over the signatures of factory execu- 
tives. For example, Hugh Ferry, 
treasurer, will write to presidents of 
banks, and vice-president Tibbets to 
patent lawyers. 


incorporated into all forms of the 
company’s advertising for the new 
season, will also form the background 
for colorful window displays, the first 
in the series being an attention-com- 
manding poster in silver, black, yel- 
low and red—colors which have be- 
come associated throughout the years 
with Packard. 

Much attention in the new sales 
promotion will be paid to the com- 
pany’s new system of engine lubri- 
cation, and the Packard will be re- 
ferred to as “the world’s best lubri- 
cated car.” 

Literature to dealers makes much 
of the claim that “in many ways the 
new engine lubrication system of the 
Packard Eight and Packard Super 
Eight is one of the most important 
improvements in years. It should 
mean much to owners through the 
further insurance it gives the motor 
against wear. It also makes un- 
necessary changing oil to conform to 
driving conditions and weather.” 
“No matter how hot the weather,” 


it is claimed, “these new Packards 
can be driven at high speed without 
the oil pressure falling below 60.” 

Other features that will be em- 
phasized will be the higher front seat 
backs, improved cushion springs and 
new covetype ceiling blends headlin- 
ing into side walls; concealed type 
curtains for rear quarter and back 
windows and carpet covered foot 
rests. 


In the new season’s plans, much 
reliance will be placed upon the 
“Packard Guild,” an _ auxiliary 
women’s sales organization, with 
chapters organized during the last 
six months in 16 territories, which 
gives salesmen “the opportunity to 
demonstrate to the right people.” 

The Detroit office of Young & Rubi- 
cam, Inc., is in charge. 


Club Changes Name 


Typocraft Club, Detroit, has 
changed its name to Master Printers 
Federation of Detroit. 


Blue Is Held 
Popular Hue 
of Majority 


Washington, D. C., Aug. 24.—Blue 
ranks as the favorite color of both 
men and women, according to a study 
made by the Department of Com- 
merce of merchandising requirements 
for drug store packages. The depart- 
ment’s findings, it admits, are at 
variance with those evolved out of 
similar surveys by others. 

It gives the order of preference for 
other colors as green, red, violet, 
orange, yellow and white. 

“Tests made to determine the most 
popular colors show that a number 
of popular beliefs in this respect are 
ill-founded,” said the department. “It 
has been stated, for example, that 
red is the favorite color of women. 
The tests show that women prefer 


blue, although red obtains a some- 
what higher ranking with women 
than men.” 

The data collected shows that ex- 
perience with color is the major de- 
terminant of color preference. The 
warm colors—red, orange and yellow 
—lose in favor with older persons. 
On the other hand, the cool colors— 
green and blue—steadily grow in 
preference with increasing age. Red 
is a favorite only with young chil- 
dren. 

At the present time there appears 
to be a strong inclination toward an 
appreciation of the softer shades in 
colors. This leaning toward neutral 
and metallic tones is particularly no 
ticeable in the industrial arts. 


Peck Gets McCoy’s 


McCoy’s Laboratories, Inc., has ap- 
pointed Peck Advertising Agency, 
New York, to place advertising of 
McCoy’s Cod Liver Tablets, and to 
handle the advertising of Bio Med- 
‘ico’s latest product, Vannay. 


The “yardstick” idea, which will be 


The IKEPUBLIC 
Flas No Need of CHEMISTS” 


Doesocscer by Marat, condemned to 
the guillotine, Lavoisier, Father of Chemistry, 
heard those words pronounced as his sentence. 

Such are the risks run by the pioneer in every 
field. 

The Republic has no need of horseless carriages, 
of flying machines, of letters over wires. 

The Republic has no need of electric irons, vac- 
uum sweepers, mechanical refrigerators. 

Loud are the rumblings that the Republic has no 
need of air conditioning, fabricated houses, smoke 
control, noise control or birth control! 

Every era has its reactionary masses; every 
nation its Liberal classes; Tradition dies hard; but 
the hands of Liberalism have always held the power 
to strike the fatal blow. 

Editorially paced to the Liberal minds in every 
city, Liberty Magazine has provided a vehicle 
through which authors, politicians, economists and 
manufacturers may multiply the force of their cre- 
ative enthusiasm by the millions of receptive lead- 
ers of thought from Maine to California. 

Entering a publishing field dominated by Tradi- 
tion, Liberty’s alert, dramatic treatment of issues, 
manners and entertainment has built up one of 
America’s greatest magazine circulations within a 
few years. 

Modern mathematical measurement, applied by 
three of the country’s leading research engineers, 
indicates that Liberty’s Liberal readers do read its 
Liberal editorial contents with an eagerness char- 
acteristic of the Liberal mind from the time of 
Plato. 


Tae average advertising page in Liberty, for 
example, has been found to reach a quarter million 
more persons’ affention than even in the case of 
other magazines which circulate more copies. 

Just as these Liberal readers have been quick to 
respond to the Liberal idea in a magazine, so are 
they alert to the Liberal appeal of new products 
and services advertised in its pages. 

If your commercial policy entails refusal merely 
to follow Tradition; if your life is devoted to the 


manufacture of means of bringing new efficiency 
and new happiness into the lives of others, your 
logical first audience must consist of those who can 
NEVER say that “The Republic Has No Need Of 
Chemists.” 


Just as the family is the unit of Government, so 
is the family of “minds with a common purpose” 
the first step toward universal brotherhood of sales 
loyalty. Through the Liberal market in Liberty 
Magazine, you, too, may outwit the Marats and 
guillotines of Tradition and reap the sooner the 
eventual rewards that will be yours. 


Hon. CLARENCE C, DILL 


U. S. SENATOR FROM WASHINGTON 


Chairman, Commiteee on Interstate Commerce 


Senator Ditt writes To LiBerty: 


“c 
I orten read Liberty. In fact, I prob- 
ably buy it on an average of every 
other week. My experience with it has been that it gen- 
erally contains one or two articles that are of real 
interest to me as a public man.” 


Dr. EUGENE PERRY ALLDREDGE 
NASHVILLE, TENNESSEE 
Secretary of Survey Statistics and Information, 


Southern Baptist Convention. Author: Southern 
Baptist Handbook. 


Dr. ALLDREDGE WRITES TO LIBERTY: 


“ 
I HOPE you will continue and magnify 
the policy of giving at least one out- 

standing article each week from some progressive thinker.” 


EMSLEY WRIGHT JOHNSON, LL.B. 
INDIANAPOLIS, INDIANA 


Member, Board of Public Works, I erage 
Vice-President, New Augusta State Bank. 
Director, Broad Ripple State Bank. Trustee, 
Butler College. 


Mr. Jounson writes TO LiBerty: 


“ : 

I avy Liberty at the newsstand regularly and profit by 
& many of the articles written. I did not agree with your 
; licy before and during the last presidential campaign, 
“t ut many of the articles are not only well written but 

evidently by experts and I feel that it is necessary for a 

person to be well informed to read both sides of current 

questions.” 
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OPPOSITION 10 
FREE SPACE FOR 
CODE DEVELOPS 


Advertising Requests Irk 
Many Publishers 


New York, Aug. 24.—The request 
of the federal government this week 
for the donation to the NRA cause 
of free advertising space met with 
mixed response from metropolitan 
publishers, and no little resentment. 
A few papers carried the copy but 
others took occasion to explain their 
opposition editorially or in the news, 
columns. 

While information on what pub- 
lishers throughout the country are 
doing about the free NRA advertis- 
ing proposal is not available, the 
action of the New York newspapers 
is indicative of a majority opposi- 
tion. 

The New York Evening Post was 
one paper to cooperate with the ad- 
ministration. It used a full page 
Wednesday afternoon for the official 
explanation of the President's re- 
employment agreement, sometimes 
miscalled the “blanket code.” The 
Newark Star-Eagle also lined up 
with the administration on the free 
space plan. 


“News” Is Opposed 


Outstanding in the opposition is 
the New York Daily News. This 
paper published a plain spoken edi- 
torial laying down the simple rea- 
sons why the request for free space 
could not be granted. The attitude 
expressed in the editorial is held by 
other newspaper men to be typical 
of the opposition sentiment. 

The question is a matter for indi- 


AKRON'S 
Weekly Payroll 
Increased More 


Than $140,370 


Mr. Vincent S. Stevens, 
adjutant of the drive to 
get people back to work in 
Akron, has given the city 
a report of its progress. It 
shows that 346 employers 
the 
NRA questionnaires were 
sent added 2,339 


out of 740 to whom 


workers 
to their payrolls between 
August 1 and 15. Since 
April 1 the same number 
of employers added 12,424 
workers, and laid off only 
108. With wage increases 
and increased employ- 
ment, the Akron payrolls 
for 218 of the firms 
porting are now running 
$140,370 a week above the 
August 1 level. 


fe- 


Akron 


Beacon Journal 
Est. 1839 


vidual decision by the publishers. 
At headquarters of the American 
Newspaper Publishers Association, it 
was learned that the organization is 
taking no action on the matter and 
is not adopting a policy toward it. 

“The money income from one paid 
full-page advertisement in The News 
is, roughly, $1,000,” that paper's 
statement said. “But the actual 
profit ranges from 17 per cent down 
to less than zero. The reason why 
the profit is sometimes less than zero 
is that to put one additional full- 
page advertisement in the paper we 
have sometimes to print four extra 
pages, three of which sometimes 
carry no paid advertising. 

“Therefore, the request for a full- 
page advertisement for the NRA is 
not simply a request for a donation 
of space costing only what it costs 
to print a page of news matter. It 
amounts to a request for a cash 
donation of about $900. 


See No Reasons for Donations 


“We do not feel that the papers 
should be asked to make donations 
in kind to the government unless 
other industries are asked to do like- 
wise. The government might as well 
ask the oil industry, for example, to 
donate oil for the navy, or shoe 
manufacturers to donate shoes for 
the army. 

“We can make money out of only 
two things—advertising space and 
copies of the paper. We do not feel 
under obligation to contribute ad- 
vertising space or copies of the paper 
or both to the government, in addi- 
tion to our already rather substan- 
tial contributions to the President’s 
national recovery movement—not to 
mention our federal taxes, amounting 
to several hundred thousand dollars 


a year. .. 
“There is also this to be consid- 
ered: If the newspapers begin to 


give away their substance to the 
government, where will the thing 
end? It is easy to imagine a time 
when the papers might be asked to 
contribute space for free political ad- 
vertising, in addition to the reams 
of space the politicians get in the 
news columns of every paper. 

“We do not think our patriotic 
duty extends as far as all this.” 

So much and a little more the 
paper told its readers, and did this 
in a column in which the NRA 
emblem was significantly printed, as 
if to further suggest that “this is 
too much.” 

The News adopted the five-day 
week in the editorial and most of 
the business staffs last October, 
adding 47 employes up to June 30 
this year, since which time it has 
signed the President’s re-employ- 
ment agreement and asserts “we are 
living up to it.” Some wages have 
been raised and 106 more employes 
added. The net cost of this is about 
$200,000 a year. 


An Implied Rebuke? 


General Johnson in his radio ad- 
dress Wednesday evening paid atten- 
tion to the free space proposal, and 
behind his words newspaper men de- 
tected an inferred rebuke to those 
who did not comply: 

“In trying to clarify other mis- 
understandings, we asked the news- 
papers of the country to publish a 
full-page spread of a restatement of 
the President's re-employment agree- 
ment. All did not comply—but to 
those that did comply, I want to take 
this opportunity to extend the sincere 
thanks of this administration. They 
did their part.” 


“The March of Time’ 4 


to Return to Air 


Sponsored by Remington - Rand, 
Inc., Buffalo, N. Y., “The March of 
Time” radio program will return to 
the Columbia network in October. 

The editors of Time will have full 
charge of the entertainment con- 
tinuity. Batten, Barton, Durstine & 
Osborn, Inc., New York, handles the 
account. 


Reynolds to Ayer 
Advertising of the Reynolds Metals 
Company, Inc., New York, has been 
placed with N. W. Ayer & Son, Ine. 


Resumes Monthly Issues 

With its October, 1933, issue Amer- 
ican Fruit Grower will resume issu- 
ance on a monthly basis. 


was once mayor of Louisville. 


the business. 


mobile editor in captivity. 


published works are biographies. 


can appreciate it. 
in his father’s footsteps. 
Week. 


paper. 
a contract player of renown. 


business in Chicago. 


lighted cigar. 


learning the business. 
friend of A. D. Lasker. 


making some real money, 
Anheuser-Busch. 
are honeymooning in Hawaii. 


celebrated the day after he left. . 


of fish stories. 


cond Study 
of Newspapers 


Is Published 


New York, Aug. 24.—Volume II of 
Market & Newspaper Statistics has 
been published by the American As- 
sociation of Advertising Agencies. It 
continues the study made in Volume 
I, issued last April and described in 
detail in the April 29 issue of ADVER- 
TISING AGE, 

The new study is to be issued in 
four sections. The purpose is to aid 
media buyers in determining the fol- 
lowing salient points: 

1. Size and character of markets 
as indicated by population, families, 
per cent English-reading and income 
tax returns. 

2. The cost of reaching these mar- 
kets with newspapers, including com- 
parison between markets. 

3. The differential between local 
and national rates. 

4. The amount of circulation ob- 
tained through inducements. 

Frederic R. Gamble executive sec- 
retary of the Four A’s, commented 
that “‘Market & Newspaper Statis- 
tics’ is of increasing benefit to space 
buyers in improving their grasp of 
the circulation values involved. It 
may go a long way in modifying any 
tendency to buy mere size of cir- 
culation without regard to method of 
obtaining it.” 


Ad Club Goes Dramatic 


The San Francisco Advertising 
Club presented a playlet written by 
Earl Burke, past president, to an 
audience of 1,000 wholesalers, re- 
tailers and manufacturers in the 
western furniture industry, as the 
wind-up of that group’s annual mar- 


ket week in San Francisco. 


| 


Getting Personal 


Wood F. Axton, who makes Spuds and Twenty Grand cigarettes, 


W. C. D’Arcy, chairman of the 


Four A’s, has the reputation of being the best-dressed agency man in 
Don’t let that St. Louis address fool you. 
Gray, advertising man in charge of the porcelain exhibit at the World's 
Fair, has seen every exposition since the one in ‘93. 
baugh, editor of Automotive Daily News, is said to be the oldest auto- 


Ainslie 


Chris Sinsa- 


Earle Pearson, of the A. F. A., formerly was advertising manager 
of one of the largest chautauqua circuits in the country. 
boss was Charles F. Horner, now publicity director for the NRA. 
Ralph K. Strassman, vice-president of American Weekly, has added a 
swimming pool to his place in Putnam county. . 
publicity director of the French Line, who has visited Paris innumer- 
able times, has just sailed for his first glimpse of London. . . 

Jane Flood, secretary to Bill Haring, of the Vickery & Hill list, 
has a fistful of diamond studded medals for swimming and diving. 
Cameron Rogers, advertising manager of the Grace Line, is cashing 
royalties on his new book, “O Splendid Appetite.” 


His 


Clayland Morgan, 


All seven of his 
Cliff Ellison, Brunswick-Balke- 


Collender advertising manager, collects antique engravings. 


Henry A. Batten, copy chief for Ayer’s New York office, wrote “The 
Plague of Vice-Presidents” for the current New Outlook. 


Agency men 


John Benson’s young son, George, is following 
He’s on the business end of Business 
Russell Wright, the designer, decided what he was going 
to be while studying law at Princeton. : 

Amy Vanderbilt demonstrated the feminine influence at the Ameri- 
can Spectator office by thinking up a tricky accordian pleat for her 
George Pearson, space buyer for JWT’s Chicago office, is 


Gordon Simpson, who represents 


ADVERTISING AGE and other publications in Los Angeles, is just getting 
over an automobile accident that had him in the hospital for weeks. 
Bill Honer, of Fuller Brush, was a gob during the war. 
Wendel Muench has dropped twenty pounds since entering the agency 
Ed Clissold, of Bakers’ Helper, spends his 
off moments directing choral numbers. 
advertising man, is a southpaw golf player. 
rows, Austin-Western’s publicity expert. 

E. T. Gundlach makes most of his conversational gestures with a 
Ken Laird, of Dr. West toothpaste fame, is one 
of the youngest vice-presidents you ever saw. . . 

Young John Hertz is in the New York office of Lord & Thomas 
His dad, the former Yellow Cab chief, is a close 
Ed Mehren, president of the Portland 
Cement Association, is preparing for a month’s vacationing in Arizona. 

Hi Schuster, who spent many years in the newspaper field, is now 
they say, as a Chicago distributor for 
Arthur Kudner and his bride of three weeks 


C. 


Keith J. Evans, Ryerson 
So is Howard Bar- 


Richard A, Carrington, publisher 


of the Oakland Post-Enquirer, thought he was going to be a civil 
engineer before he broke into the newspaper business. 

Wynkoop, of Power, starred in athletics at Annapolis. 
Sumner admits that he came from Illinois—and that Thanksgiving was 


“Dutch” 
Lynn 


. F. T. Hopkins, of National Out- 


door Advertising Bureau, is back from his vacation with a new bunch 


Octagon Soap to 


Continue Coupons 


Dealers handling Octagon Soap 
Company products were’ informed 
this week by the company that pro- 
visions of the NRA code _ proposed 
by National Retail Grocers’ Associa- 
tion will not interfere with the com- 
pany’s practice of giving away cou- 
pons redeemable for premiums. 

While the code would prevent mer- 
chants from giving premiums, soap 
company officials said, it will not 
affect manufacturers who deal di- 
rectly with the consumer on premium 
plans. 


Brewers May Not 


Supply Exterior Signs 
The New York State Alcoholic Bev- 
erage Control Board has passed a 
resolution forbidding brewers, manu- 
facturers, wholesalers, and distribu- 
tors to furnish exterior signs for 
premises where beer or wine is sold 
at retail. Another resolution requires 
the name and location of the original 
brewer to be printed conspicuously 
on labels of bottled beer. 


Wildroot Company 
Develops Mouth Wash 


Wildroot Company, Inc., Buffalo, 
N. Y., has announced introduction of 
a new mouth wash, Five Star Anti- 
septic, which comes in powdered 
form. 

A coast-to-coast NBC hookup, as 
well as national magazines, will be 
used to introduce the product to the 
consumer market. 


Tatham Promoted; 


Slaton With B & B 


Arthur E. Tatham, formerly as- 
sistant advertising manager of Bauer 
& Black, Chicago, has been made ad- 
vertising manager. 

F. D. Slaton has joined the adver- 
tising department of the company. 
He was formerly with Vanderhoof 
and Henri, Hurst & McDonald. 


GUARANTEES ON 
CIRCULATION OF 
DAILIES. GIVEN 


Camden Publisher Advises 
Agencies of Move 


Philadelphia, Pa., Aug. 24.—Jugt 
when newspaper publishers ang 
agencies both were beginning to pe. 
lieve that interest in the subject of 
circulation guarantees by ne Wspapers 
had begun to wane, J. David Stern, 
publisher, Philadelphia Record, Cam. 
den Evening Courier and Camden 
Morning Post, reopened the entire 
subject with a letter to agencies ap. 
nouncing that his papers will here. 
after guarantee 95 per cent of the 
net paid circulation shown in the 
last publisher’s statement to the 
A. 3 C. 

In his announcement to agencies 
this week Mr. Stern said: 

“The Philadelphia Record, Evening 
Courier and Morning Post of Cam. 
den, will hereafter guarantee all ad. 
vertising contracts under the follow. 
ing formula: 

“During the term of this contract 
the publisher guarantees that the 
average net paid circulation will be 
not less than 95 per cent of the net 
paid circulation stated in the last 
publisher’s A.B.C. statement, and 
will refund pro rata for any circula- 
tion loss in excess of five per cent.’” 


Stickers 


Determined to make things easy 
for agencies, Mr. Stern’s letter ad- 
vised that “you may type this guar- 
antee on contracts or, for your con- 
venience, we are sending you a pad 
of gummed guarantee slips which 
can be attached to contracts.” 

“I see no reason why a newspaper 
should not guarantee full measure, 
the same as the milkman and the 
gas station,” Mr. Stern asserted in 
his letter. “I feel confident that | 
am not endangering the freedom of 
the press. 

“American journalism will be more 
respected and stronger, the less it 
arrogates to itself a special status, 
and the less it claims exemption from 
the common and customary rules of 
business ethics.” 

Mr. Stern’s action in guaranteeing 
advertising contracts against de- 
clines in circulation reopens a con- 
troversy which was brought on by 
the business depression and which 
has engaged the attention of news- 
paper publishers and advertising 
agencies, to a greater or lesser de- 
gree, for several years. 

Despite the widespread publicity 
which has been given to the contro- 
versy it appears that relatively few 
agencies or publishers find the mat- 
ter of absorbing interest. The ques- 
tion of circulation guarantees was 
brought to the fore in 1930 by the 
action of a small group of agencies, 
but the vast majority has never taken 
an active part in the discussion. 


Furnishes 


Association Opposed 


The giving of circulation guaran- 
tees has been vigorously opposed by 
newspaper publishers, opposition to 
this practice being voiced in resolu 
tions adopted at the 1933 convention 
of American Newspaper Publishers 
Association, and at earlier meetings 
of Southern Newspaper Publishers 
Association. 

Publishers have contended guaral- 
teeing minimum circulation is an 
inequitable practice, unless a further 
provision is included in contract 
forms which calls for additional 
space charges in cases where a cir- 
culation bonus is given. ° 


Eddy Represents 


. ” 

“Bayonne Times 

The Times, Bayonne, N. J., has ap- 
pointed the Charles H. Eddy Com- 
pany as representative in the na 
tional field. 
Long controlled by the same fam: 
ily, the Times has hitherto beet 
without national representation. 
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mee is question tis in the spirit of the times! 
all ad- 
follow. IT IS answered clearly, authoritatively, brilliantly, for readers of 
tract The Literary Digest by Walker S. Buel, Washington Correspon- 
ae dent, and President of the Gridiron Club. 
he net All speech today is punctuated with questions. People must 
° or know the truth about what’s going on! What is the New Deal doing 
ircula. to business? —to politics? —to education?—to humanity in all its 
~ aspects? 

id The new Literary Digest is answering the questions normal 
or ad: Americans are asking throughout the country. A record of the news 
— is not enough. The Literary Digest of today is vitalized with orig- 
a pad inal contributions that interpret the news. It is the best means yet 
— devised for quickly summarizing and comprehending the state of 
paper the world today! 
asure, 
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hat | READ ALL THE VITAL NEWS-ARTICLES IN THIS WEEK’S ISSUE 
om of 

on CUBA SHATTERS A TYRANNY! WHO IS THIS STRANGE WORLD FIGURE—SWEITZER? 
=s Upon the wreckage of Machado’s government-by-gun, the new Man of amazing talents, he is being called “one of the greatest men 
ates regime is building fast—though Sugar casts a sinister shadow in the world” and “the most romantic figure in religion today.” But 
les of over the Capitol—and American investors grow anxious. he is a musician and a doctor—an explorer and an author! 

. BIG GAME FISHING IN THE NORTH ATLANTIC THIRTEEN MILLION HOURS TO WHILE AWAY! 
| <~ Swordfish are striking! From Delaware Capes to the coast of Maine, The sudden releasing of multitudes from the need to work is creating 
nt = sportsmen are tackling this gamest and most dangerous of all fish— a situation without human precedent. What will Americans do with 
news: a fighter and a man-killer! this new leisure? 
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WILL WHIPPING POSTS AND GALLOWS CHECK CRIME? POLITICIANS NEED NOT APPLY AT WASHINGTON. Ability— 
slicity Alarmed public opinion is demanding a war to the finish against “not fixers”—is the rule of action that is animating the Federal 
ontro- crimes of violence. Government. Politicians have little influence at the Capitol today! 
y few 

mat: MORE POWER TO THE EDITOR! J. D. Stern, Editor and YOU CAN'T WIN IN THE SLOT MACHINE RACKET. Wayne 
ques: Publisher of the Philadelphia Record, explains why the public is Parrish, skilled journalist, exposes gambling devices that have 

was suddenly demanding more editorial opinion. you beaten from the start. 
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all AMERICAN GIRL HOCKEY PLAYERS INVADE EUROPE. OLD-TIMERS GET NEW TIME ON THE STAGE. 829 combined 

2d by On the flag-circled field of Dansk Hockey Union, Copenhagen, years of trouping are behind this vaudeville show that panicked 

i American girls will meet all comers for the world’s championship. Broadway and started a play-goers’ revival. 

eo 100,000 DIABETICS IN NEW YORK CITY ALONE. Another AND A GREAT DEAL MORE: The Spice of Life, for a laugh! 

shers “Battlefront of Medicine” is described by Dr. Charles Bolduan, — Poetry, for the reflective mood — Religion — Book reviews — 

tings Director of Health Education, New York. What causes this “Argus” tells the latest about moving-pictures—The new Literary 

shers spreading disease? And can it be cured? Digest retains all the good features of the old, and adds many new! 
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LIQUOR SUPPLY 
OF U.S. ENOUGH 
FOR ONE MONTH 


‘Invaders’ Will Usurp Field 
When Prohibition Ends 


New York, Aug. 24.—While joyful 
importers of whiskey, brandy, cor- 
dials, wines and liqueurs are so cer- 
tain that federal prohibition will be 
relegated to the limbo of forgotten 
things on Nov. 8 that several of them 
are reported to have arranged for 
the presence of boatloads of drink- 
ables in New York harbor on that 
date, a few wry faces are still to be 
seen among those connected with the 
liquor business. 

They belong, without exception, to 
the bare handful of American distil- 
lers who have managed to continue 
a much abbreviated business during 
the 14 dry years now drawing to a 
close, and who now—when the day 
for which they have prayed so fer- 
vently gives certain promise of ar- 
riving soon—are caught without the 
goods. 

They welcome the repeal of pro- 
hibition, naturally. But to them, 
that will be just the beginning. It 
will take three, four, perhaps five 
years before they will be able to 
build up stocks sufficient to satisfy 
the anticipated American thirst. And 
during all of that time the foreign 
distiller and his American distribu- 
tors will be enjoying one continuous 
field day. 


A Month’s Supply 


It takes just a few figures to in- 
dicate how bad the situation of the 
domestic distiller really is. Peak 
whiskey sales in this country ex- 
ceeded 83,500,000 gallons in 1917, and 
averaged over 72,000,000 gallons an- 
nually from 1910 to 1914. Yet the 
total amount of whiskey in ware- 


houses in this country on July 1, 
1933, according to the U. S. Bureau 
of Industrial Alcohol, was 18,449,000 
gallons. Only 4,300,000 gallons of this 
meager total is “eligible’’ whiskey— 
that is, four years old or more. 

Even if demand were unusually 
small, this amount would not last 
more than a month beyond repeal; 
more likely, it will be gone in half 
that time. Nothing can be added to 
the “eligible” list until December, at 
which time the first of the post-pro- 
hibition distilled whiskey—less than 
500,000 gallons—-will be released. 

According to the Bureau of Indus- 
trial Alcohol there were 1,506 regis- 
tered distillers in 1901 and 154 when 
national prohibition was enacted; 
now there are six, one of which 
operates two plants. In addition 
there are two plants distilling rum, 
20 making brandies and wines, and 
43 distilling industrial alcohol. 


Allow More Distilling 


No whiskey was distilled under 
prohibition until 1929, medicinal de- 
mands being filled from the pre-pro- 
hibition stock of 65,000,000 gallons. 
In that year the bureau authorized 
distillation of a sufficient amount to 
satisfy anticipated demands. Not 
more than 2,500,000 gallons was au- 
thorized in any year until 1933, when 
the figure was raised to 3,000,000 gal- 
lons, and just recently was boosted 
to 10,000,000 gallons. 

The liquor market in this country 
is thus left wide open for the inva- 
sion of foreign brands for a period 
of three to five years at a minimum, 
and as a consequence, the great bulk 
of liquor advertising, if not all of it, 
is expected to come from the group 
of importers, most of whom are in 
New York, which has been busy all 
year lining up the products of for- 
eign distillers and wineries. 

Prominent in this group are Park 
and Tilford, Mouquin, Julius Wile, 
W. A. Taylor, Alex D. Shaw, Joseph 
Garneau Company, R. C. Williams & 
Co., L. Gondolfi & Co.—all old firms 
—and the newly established Tillier 
and Thompson. 

All of these importers, and many 
others, it is believed, will make use 
of advertising as soon as it is legally 
possible. Several of the group have 


actual posting in 


weeks! 


recovery forces. 


essary. 


A Spectacular Posting Job for the 
Wm. Wrigley, Jr., Company 


When the Wm. Wrigley, Jr., Com- 
pany decided to put its advertising 
back of the NRA emblem and the 
drive for recovery, it meant the de- 
velopment of poster designs, and 
their manufacture, distribution and 


United States in less than three 


More than 25,000 posters were 
placed in position in every town and 
city of over 1,000 inhabitants. The 
Wrigley posters carrying the NRA 
emblems were the first to add the 
power of outdoor publicity to the 
efforts of Gen. Johnson, head of the 


This big job was entrusted to our 
company, and was handled with the 
speed and precision which an organ- 
ization with twenty-five years of ex- 
perience in outdoor advertising is 
capable of delivering whenever nec- 


Charles W. Wrigley Company 


410 N. Michigan Avenue, Chicago 


all parts of the 


SALADA DEVELOPS NEW TREATMENT FOR NRA 


TIRED? 


R 


and 


Here’s new life! 


ICED SALADA TEA, 


costing three cents a quart 
(including all ingredi- 
ents) stimulates, cools 


refreshes. 


¥IGED 
TEA 


Unwilling to sacrific too much of its typical two-column newspaper 

space to display of the NRA symbol, Salada Tea solves the problem 

in current copy by partially pads blue eagle behind a pitcher 
of iced tea. 


——_— 


already announced tentative plans for 
widespread advertising effort. 


Seek Wholesalers 


Pending the legalization of liquor 
advertising, all of this group, as well 
as the domestic group, has already 
launched advertising and promotion 
in an effort to secure wholesalers, a 
problem which at first was extremely 
difficult, but which is becoming 
momentarily more easy. 

As a matter of fact, Mida’s Criter- 
ion, old established whiskey trade 
paper which will resume publication 
under the auspices of Gillette Pub- 
lishing Company, Chicago, next 
month, reports that between 1,500 
and 2,000 former wholesalers and 
newcomers have already let it be 
known that they will engage in the 
wholesale whiskey business, and 
others are flocking to the fold daily. 
The total is said to compare favor- 
ably with the number of wholesalers 
in business before prohibition. 

From the standpoint of mediums 
to be used, present indications point 
to much the same condition as ex- 
isted when 3.2 beer was legalized. 
With 28 states still retaining consti- 
tutional or statutory provisions for- 
bidding the sale of liquor within 
their boundaries, it apparently will 
be impossible for national mediums 
to be used. Newspapers will probably 
be the first to benefit from the return 
of liquor advertising, therefore, and 
outdoor may also be used. 


An Acute Problem 


Accepting the fact that they will 
be relegated to the background for 
an extensive period because of their 
inability to supply their products, 
American Medicinal Spirits, A. P. 
Stitzel, Glenmore Distilleries, Frank- 
fort Distilleries, W. L. Weller and 
Geo. F. Stagg—the six domestic dis- 
tillers still in business—are search- 
ing frantically for some magic for- 
mula which will enable them to pro- 
tect their brands from the foreign 
invasion and keep them before the 
public until their production allows 
them again to assume a dominant 
position in the market. 

Such famous old brands as Old 
Grand-Dad, Sunny Brook, Glenmore, 
O. F. C., Old Taylor, and literally 
hundreds of others owned by this 
group will become lost in the welter 
of foreign makes which will be the 
only products available for several 
years. What procedure to adopt to 
maintain a place in the sun for these 
once well-known labels is proving a 
serious problem. 


Many Newcomers 


Further, by the time that these old 
timers really get into production, 
there will be, from present indica- 
tions, not six, but 206 American dis- 
tillers, more than 50 of whom have 
already started construction or re- 
modeling. Although these newcom- 
ers must start from scratch, the 


established brewers point out that 
they will be on practically even terms 
With the field, due to the low point 
to which liquor stocks have dropped. 

Apparently only one foreign dis- 
tiller, however, is anticipating a 
long-term demand in the American 
market. That one is Hiram Walker 
& Sons, of Canda, which will shortly 
start construction of a $4,000,000 
brewery in Peoria, III. 

Although wineries too will suffer 
heavily from foreign competition 
during the early days of prohibition 
repeal, experts point out that this 
group is in a relatively better posi- 
tion. In the first place, it does not 
take as long to make acceptable wine 
as it does whiskey; and in the sec- 
ond place, domestic wineries are 
known to have comfortable stocks of 
their products on hand. 


Feinswog Re-organizes 
Tel Ad Corporation 


The Tel Ad Corporation, owner of 
a patented machine for displaying a 
series of posters automatically, has 
been re-organized as the American 
Tel Ad Corporation. Offices have 
been opened at 207 Broad St., Eliza- 
beth, N. J. 

Davis S. Feinswog is president; 
Thomas A. Jenkins, treasurer; Moe 
Storch, secretary. 


Publishers Select 
Date for Meeting 


The 14th annual meeting of the 
National Publishers Association, New 
York, will be held Sept. 19-20 at 
Buckwood Inn, Shawnee-on-Dela- 
ware, Pa. 

Consideration of detailed plans for 
self-regulation under the NRA code 
will receive preference on the pro- 
gram. 


FORD LAUNCHES 
CANADIAN DRIVE 


Windsor, Ont., Aug. 25.— Pong 
Motor Company of Canada this week 
launched an intensive last-strete, 
campaign, employing newspapers and 
farm publications, in a drive that 
will continue through November. 

Eighty per cent of the appropria. 
tion will be spent in newspapers, and 
over 90 dailies and semi-weeklies wij} 
be used. Releases will go out at the 
rate of approximately one every two 
weeks. Copy will be of the straight. 
selling type, and will average 89 
lines. 

Farm papers are being included, 
according to the advertising depart. 
ment, on the theory that agriculture 
in Canada is “looking up,” and the 
farmers’ purchasing power is increas. 
ing. 

The consumer campaign is being 
supplemented with a renewed drive 
to the trade, with activities in that 
direction being restricted to direct 
mail and personal contact efforts, 

N. W. Ayer & Son, Inc., is ip 
charge. 


Harry Tipper Joint 
Visomatic Systems 


Harry Tipper, widely known in 
advertising and automotive circles, 
has joined Visomatic Systems, Inc., 
New York, as vice-president. 

Before coming to Visomatic, Mr, 
Tipper was successively in the ad- 
vertising and sales promotion depart- 
ment of the Texas Company, man- 
ager of Automotive Industries, vice- 
president and general sales manager 
of General Motors Export Division 
and advertising director of Forbes 
Magazine. 


Jerome Sill Joins 
New York Agency 


Jerome Sill, formerly connected 
with Charles Austin Bates agency 
and prior to that advertising man- 
ager of the Royal Worcester Corset 
Company and the Gotham Silk Hosi- 
ery Company, has joined Kimball, 
Hubbard & Powel, Inc., New York, 
as account executive. 

The agency was appointed this 
week by the Methodical Trading In- 
stitute, Inc., New York. 


Picard-Sohn Loses 
Sohn; Adds Henderson 


Monte W. Sohn has resigned as 
vice-president and secretary of 
Picard-Sohn, Inc., New York, to or- 
ganize New Markets, Inc., at 341 
Madison Ave. 

Mortimer L. Henderson, formerly 
with the Blackman Company, New 
York, has joined Picard-Sohn, Inc., 
as copy chief. 


Philip Klein Appointed 


Philip Klein, Inc., Philadelphia 
agency, has been appointed to handle 
the advertising of a group of apart- 
ments, including the Embassy, 
Emlen Arms, Germantown Manor 
and Overbrook Arms. 


The C.C.C.and Happy Days 


The C. C. C. is an older brother of the N. R. A. 
larger in numbers than the Amer 


Civilian Conservation Corps 


can forces in the Spanish American War. 


Tt is the 


It is composed of 


314,000 men now at work in the nation’s forests and parks. 


Happy Days is the authorized weekly newspaper of the 
C.C.C. It is similar to The Stars and Stripes, which was the off 
cial newspaper of the A. FE. F. It is read each week by the men 
in the C. C. C. and is sent home to relatives and friends. 


If you would like to know more about the C. C. C. and Happy 
Days, we shall be glad to have you write us for further particu- 
lars and sample copies. The subscription price is One Dollar for 
six months. The advertising rate, effective September 1, is fifty 


HAPPY DAYS 


Authorized weekly newspaper of the Civilian Conservation Corps. 


cents per line. 


National Press Building. 


Washington, D. C. 
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*|Mister, is a bo y like Skippy | 


lepart- 
‘ulture 
nd the 
ncreas- 


It’s results...profits 
...cash received 


q 


that have jumped ad- 
vertisers from one page 


— to as many as 45 in 
— 


, Ine, Look into the records, esti- 


ae mate the profits, of leading The Comic Weekly. 


oo advertisers who have used 


we 4 the wide appeal of Skippy 


A great food company ran its first page on one 
of its products on May 17, 1931, in The Comic Weekly. 
Seven more pages were used on this same product before 


Forbes a h F al P Th PB the = of _ year. Other Pages ee used 
an 1S P Ss in ec ( omic to advertise four more we! wa items. 
W A leading cereal facturer ran a in The 
eekly to reach mor € than Comic Wooly on hy mresnqoowr tp coupon 
ency ‘sini _ — required — purchase ‘2 a 25¢ package. as 
m $ more 151 were iv 
sal 15 million buying readers sales in March increased 469%. Additional poget are 
agency ‘ ‘ scheduled to appear in the fall. 
nan. —enviable, almost unbeliev- 


A drug house used its first page in The Comic Weekly 
on November 8, 1931. It produced over 137,000 coupons 
and substantial sales increases. A second page appeared 
on January 3, 1932, and since chat time additional pages 


imball, able, yet possible for you! 


1 this have been used. 
ing In- 
A famous soap maker tried out The Comic Weekly 
on September 20, 1931, with a page advertising its lead- 
oe, =" jaime ing brands. Nineteen pages were used in 1932 advertising 
four of the brands of this manufacturer. In 1933 a regu- 
lar schedule of color pages on all four products is being 
2rson carried in The Comic Weekly. 
1ed as 
ry of 
to or- 
at 341 
rmerly 
, New 
, Ine, 

HE story of The Comic Weekly is a story of cold Is your product one that can be profitably adver- 
ted cash for advertisers. When a single page pro- ised in The Comic Weekly? It has been used with 
—— duces more than 132,000 coupon returns, when another _ surprising success for cigarettes and cereals, typewriters 
poe pols Mese Mortals be!p brings in 151,355 box tops and boosts sales 46.9% in and tapioca. Lifebuoy uses it for a soap at ten cents, 
bassy, wae ; Pr a single month, you’re standing face to face with busi- | Woodbury for a soap at twenty-five. Waterman and 
— ness realities. Parker have advertised fountain pens in it; and the 
a: Of course, we can go into all the reasons why The __ S. C. Johnson Company advertised floor wax. What is 

Comic Weekly performs as it does—and we will, your regard for the business judgment, the advertising 
S gladly. We can demonstrate the common sense of a __ experience, of the more than forty leading advertisers 
y medium that goes into more than 5 million homes, who regularly exploit their wares in The Comic 
that reaches over 15 million readers. We have surveys Weekly’s pages? 
" In The Comic Weekly .. .“‘Puck’’... which is distributed with the 17 great : . ait 
IS the Hearst Sunday néWapapere, you meet Tillie the Toller, Jiggs, Boob McNutt, to prove that 72% of all the women and 68% of all $17,500 is the price of a back page — inside pages 
merl- Barney Google, Felix the Cat, Skippy, Pop-Eye, Toots and Casper, Little men who read Sunday newspapers read the comics. are $16,000. The circulation is more than three of -the 
ed of Jimmy—yes,and those old favorites, the Katzenjammers! The theory is excellent, sound, fundamental. But _ great national weekly magazines combined. And results 
a these tremendous ori — strips by the same artists in the real point is, it works. To its millions of readers, have seldom been duplicated by amy medium, even in 
addition—is it any wonder that over five million families will follow The : : : i 
‘é Quist Westine” Senki” saaieatie actin daa The Comic Weekly brings laughs, loves, — and the most —— zeae Mine your business needs, 
me Wet on edentiainn eauistadtnn Blk eutin to: Cha Cant Welle ale’ tears—supreme entertainment everybody un erstands. Mister, is a boy like S PPY: I to COlumbus 5-2642 
To the manufacturer or national advertiser it means ‘in New York or Superior 6820 in Chicago will bring 
a —or it can mean—good, round American dollars. you even more convincing details. 
lappy 


c: The Comic Weekly 


Everybody reads the comics 
D.C 959 Eighth Avenue, New York City Palmolive Building, Chicago 
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PRUNE GROWERS 
RESUME DRIVE 
IN SEPTEMBER 


San Jose, Cal., Aug. 24.—An expen- 
diture of about $375,000, or more 
than twice that of last year, is indi- 
eated for the fall campaign of the 
California Prume and Apricot Grow- 
ers. More than 95 per cent of the 
California prune tonnage pays an 
advertising charge of $2.10 per ton, 
latest reports placing the new crop 
at 186,000 tons. 

A diversified advertising campaign 
will get under way early in Septem- 
ber, with almost every recognized 
medium being employed. A _ four 
color page featuring prune recipes 
will appear in the October issue of 
Good Housekeeping, to be followed 
by pages in color and half-pages in 
black and white in Ladies’ Home 
Journal, McCall's, Woman's Home 
Companion, True Story, Sunset Mag- 
azine and Child Life. The magazine 
copy will run until next April. 

A definite effort will be directed to 
the agricultural field, the merits of 
California prunes being emphasized 
in advertising in the Country Gen- 
tleman, Successful Farming, Farm 
and Ranch, Progressive Farmer and 
Southern Ruralist, Oklahoma Farmer- 
Stockman, California Cultivator and 
Pacific Rural Press. 


Use Newspaper, Outdoor 


Plans for newspaper advertising 
hinge on the size of the crop, date of 
deliveries and other factors. Metro- 
politan newspapers will be heavily 
relied on, however. Fifteen large 
eastern markets will also be pene- 
trated with outdoor advertising, 
while two-sheet poster on the Chi- 
cago and New York elevated and 
the New York subway system will be 
employed. Philadelphia and Boston 
will get somewhat similar treatment. 

Trade paper advertising and the 
use of dealer service men will unify 
the consumer efforts. One of the 
interesting experiments is the drive 
to popularize prune bread and more 
than 35 bakeries in California are 
now featuring this delicacy. 

Long Advertising Service, San 
Jose, is in charge of the advertising, 
under the direction of N. W. Mogge, 
advertising manager. A _ publicity 
campaign is also being waged through 
the California Dried Fruit Research 
Institute. 


Seek Entries for 
Packaging Contest 


Entries will be accepted up to Jan. 
6, 1934, in the second annual package 
competition sponsored by Modern 
Packaging, New York, in conjunction 
with the annual Packaging Confer- 
ence Exhibition to be held in New 
York in March, when awards will be 
announced. 

As in the past, the competition will 
be divided into 12 groups: Cartons, 
set-up paper boxes, bottles and jars, 
metal cans, collapsible tubes, molded 
plastics, wrappings, fiber cans, dis- 
plays, bags and envelopes, family 
groups, and miscellaneous. 

Judges in the competition will be 
Katherine Fisher, William M. Bristol, 
Traver Smith, Burt Vaughn Flan- 
nery, Egmont Arens, Grover C. Brod- 
head and Charles Austin Bates. 


“Public Relations” 
to Be F. A. A. Theme 


“Public Relations” will be the 
theme of the annual convention of 
the Financial Advertisers Association 
in New York Sept. 11-14, it was an- 
nounced at a special meeting of the 
Chicago group this week. 

I. I. Sperling, of the Cleveland 
Trust Company, second vice-president 
of the F. A. A., was the speaker at 
Chicago. He urged the banks to ad- 
vertise, asserting that the first in the 
field would have a marked advantage 
over late comers. 


Ray Williams Weds 
Ray E. Williams, of the advertising 
department of Firestone Tire & Rub- 
ber Company, Akron, and Miss Jessae 
Claudy were married Aug. 26. 


Brown in St. Louis 


Ogden Brown, formerly with the 
Farmer’s Wife, later western mana- 


ger of Needlecraft Magazine, and 
more recently with Blanchard, 
Nichols, Coleman & Johnston, Chi- 


cago publishers’ representatives, has 
been named president of Western In- 
surance Review Company and manag- 
ing editor of the Insurance Review, 
St. Louis. 


Papers Name Rattray 


Alexander Rattray, Monadnock 
Bldg., San Francisco, has been named 
northern California representative 
for Milk Plant Monthly, National and 
American Miller, National Jeweler, 
Modern Machine Shop, Soap, Ameri- 
can Ink Maker, Laundry Age, and 
Pit &€ Quarry. 


”m ANNOUNCEMENT 


DOES your product contribute 
to pleasure, relaxation, entertain- 
ment? A good time to tell the 
reader is when she is amusing 
herself with stories that echo this 
mood of pleasure . . . the fiction, 
the news and reviews of the hour, 
collected for her on the pages of 


MCall’s..Fict 


IS your product a treat for her 
dinners, a decoration for her 
home, a necessity for her child? 


You will find her ready to listen 


when she is searching for just 
such ideas on household manage- 
ment, foods, hostess ideas, in 


WILL your product help her in 
her quest for better ways to care 
for her complexion, her hair, her 
figure, her wardrobe? She is 
thinking of these things and in 
the mood to consider the help 
you can give, when she is reading 


MCall’s .. STYLE AN 


“Warning” to 
Radio on NRA 


Is Discounted 


New York, Aug. 24.—While officers 
of broadcasting organizations here 
and in Washington refused to com- 
ment officially on the statement given 
to the press by Federal Radio Com- 
missioner Lafount recently, in which 
he asserted that “it is the patriotic, 
if not the bounden and legal duty of 
all licensees of radio broadcasting 
stations to deny their facilities to ad- 
vertisers who are disposed to defy, 
ignore, or modify the codes estab- 


ee ee 


ON AND NEWS : 


lished by the NRA,” individuals in 
close touch with the national broad- 
casting situation were not inclined 
to take the implications of this state- 
ment seriously. 

In his statement to the press Com- 
missioner Lafount had admitted that 
the Federal Radio Commission had 
no censorship authority over sta- 
tions, but had pointed out that all sta- 
tions must have their licenses re- 
newed periodically, at which time the 
“quality of programs” presented 
would be considered in granting re- 
newals. 

Broadcasters generally were un- 
disturbed by the commissioner’s 
statement. They pointed out that it 
was not an official statement of the 
commission, but was the viewpoint of 
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a single member, probably in fluenceg 
by enthusiastic loyalty to the NRA. 

If pressure were brought to bear 
upon radio stations to refuse their 
facilities to advertisers who do ng 
observe the standards set up by the 
NRA, it was viewed as possible tha 
similar pressure would be brought to 
bear on newspaper and magazine Pub. 
lishers. Any such procedure ig ¢op. 
sidered altogether improbable, hoy. 
ever. 


Bradstreet to Rankin 


J. E. Bradstreet, formerly with the 
American Weekly, has _ been ap- 
pointed special representative of the 
W. J. Rankin Corporation of Chicago, 
creators of point of purchase display 
advertising. 
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Typography Exhibition 

An exhibition of advertising typog- 
raphy will be held during the con- 
yention of the Advertising Typog- 
raphers of America at the Palmer 
House, Chicago, Oct. 24-27. Any 
typographer may enter samples of 
his work by sending them to Oswald 
cooper, 155 E. Ohio St., Chicago, 
before Oct. 16. 


Continues Campaign 


California Conserving Company, 
gan Francisco, maker of California 
Home brand condiments, has ap- 
proved a new campaign continuing 
the use of newspaper color advertis- 
ing, to be placed in metropolitan 
daily papers in California, Oregon 


SEE NO CHANGES 
IN CHAIN COPY 


New York, Aug. 24.—While much 
speculation has been caused in ad- 
vertising circles concerning the effect 
of new codes for retailers on the ad- 
vertising activities of chain stores, 
advertising executives of important 
chains here discount the possibilities 
of any drastic changes in their poli- 
cies, especially with reference to 
prices. 


go on record as to his attitude, due 
to the fact that codes now in force 
deal with hours of labor and wages 
only, and do not include factors spe- 
cifically affecting advertising. 

“We want to see what it is all 
about before we begin formulating 
new policies,” one large chain store 
advertising executive stated. “A code 
for our industry has not yet been 
definitely formulated and _  conse- 
quently we have given no thought to 
the advertising problems.” 

Discussing advertising under re- 
tailing codes which prohibit selling 
at less than cost, another chain store 
official declared that “it will all de- 
pend upon what definition is given 


of our trade code and no conclusions 
have been reached. In the meantime, 
we are operating under the Presi- 
dent’s re-employment agreement. 

“It appears, however, that our firm 
will not be required to make any 
changes in advertising our merchan- 
dise, as we are not, and have not 
been selling anything under the in- 
voice cost.” 


Rejoins Lord & Thomas 


Louis W. Thomas, who has been 
associated with Dorland Interna- 
tional, New York, Mitchell-Faust- 
Dickson & Wieland, Chicago, Lord & 
Thomas, Chicago, and J. Walter 
Thompson Company, New York, has 


and Washington by Emil Brisacher 
& Staff, San Francisco. 


None of those queried by Apver-|for costs. 
TISING AGE, however, was willing to 


This difficult subject is 
under discussion by the formulators | Thomas. 


joined the New York office of Lord & 


imporlince lo advertisers 
-M°CALL'S 


- TRIPLE MAKE-UP 
REDUCES ADVERTISING COST 


OW from two sources comes 
definite proof of the lowered cost 
of advertising in the New McCall’s. 
An independent survey by Dr. 
Starch, based on interviews with over 
60,000 magazine readers, shows that 
the new triple make-up of McCall’s 
has reduced by 31% the cost of having 
your advertisement seen by the reader. 
And this saving is backed by actual 
result figures of advertisers before 
and after the new make-up. 

We have collected for you in book- 
let form the results of this investi- 
gation. Here are some of the ques- 
tions it answers: 

How does the cost of getting your 
advertisement seen in the New 
McCall’s compare with the former 
McCall figures? How about the cost 
of getting it read? What are the com- 
parative figures by products—auto- 
mobiles, coffee, clothing, toilet soap, 
and the like? 


Your advertisement in the 
New M‘¢Call’s— 
Is SEEN MORE because every page is 


interesting. New titles, new spots of inter- 
est carry readers into every page, from 
front to back. 


Is READ MORE because your advertising 
reaches women when they are most interested. 
Related subjects direct the reader’s interest 
always toward not away from your adver- 
tisement. 


And MOVES TO ACTION because the 
reader’s interest in your subject has already 
been stimulated and heightened by the 
surrounding editorial material. In_ this 
responsive mood she is more likely to read 
and act. 


i ae abana, 


What is ow the relative effective- 
ness of color pages, black and white 
pages, and half pages? How has this 
upset old notions? 

How has the New McCall’s settled 
the question of good position? How 
does McCall’s compare with other 
women’s magazines in this? 

Given also are reports of com- 
parative results obtained this year 
and last by McCall advertisers who 
check their returns by coupon in- 
quiries, showing that these savings 
are actual and definite. 


SEND FOR THE FACTS 


Read for yourself the findings of Dr. 
Starch and his associates. Read the 
results of McCall advertisers. See 
why McCall’s in its brilliant new 
make-up has significantly lowered the 
cost of advertising to women. For 
yourcopyaddress McCall’s Magazine, 
230 Park Avenue, New York City. 


EVERY WOMAN LEADS A TRIPLE LIFE AND IT TAKES A TRIPLE MAGAZINE TO MEET HER TRIPLE NEEDS 


PARKER MAKES 
VISUAL APPEAL 
TO PEN USERS 


New Model Has Transparent 
Ink Container 


Janesville, Wis., Aug. 24.—Follow- 
ing tests in New York, Chicago, Buf- 
falo, Boston and St. Louis, the 
Parker Pen Company will shortly ex- 
tend advertising on its new “Vacu- 
matic” pen to 292 metropolitan news- 
papers and college publications, in 
addition to its regular magazine 
schedule. 

The new campaign will be timed 
to anticipate demand created by the 
opening of schools. It will run 
through the fall to Christmas. 

The new pen, retailing at $5 and 
up, and representing Parker’s latest 
bid for the higher-bracket market, 
adds a visual sales appeal which has 
been completely lacking heretofore. 
The new model has a laminated bar- 
rel with alternate rings of pearl and 
transparent amber. When the pen is 
held to the light, the quantity of ink 
it contains is seen. This feature, it 
is claimed, ends embarrassing ab- 
sence of ink at critical moments. 

In the tests, it is asserted, retailers 
made startling sales gains, the 
average being 306 per cent. A spe- 
cial window display, emphasizing the 
visual feature, aided materially in 
compiling this score. 

Rotogravure and color supplement 
sections of newspapers, as well as 
black and white, will be used by 
Blackett-Sample-Hummert, Inc., Chi- 
cago agency in charge. 


Waterman Features 
Non-Smearing Pen 


Chicago, Aug. 24.—The pen that 
doesn’t smear when it is filled is be- 
ing introduced by the L. E. Water- 
man Company, of New York, in a 
test campaign waged in small space 
in Chicago newspapers. 

“Tip-Fill” is the phrase coined to 
describe the new Waterman. Copy 
explains that to fill it, only the tip 
of the point need be submerged in 
ink, in contrast to the old method, 
where the entire point and rim had 
to be dipped in the bottle. 


Sign Writers Form 


Protective Group 


A minimum wage of $1 per hour 
for sign writers was fixed recently 
at a meeting of the ‘newly formed 
Madison, Wis., Sign Writers Protec- 
tive Association, in anticipation of a 
national code for the industry. A 
40-hour maximum work week was 
set and prices fixed at about double 
the current figure. 

Charles E. Hinkson, Hinkson Ad- 
vertising Company, a director of the 
Wisconsin Outdoor Advertising Asso- 
ciation, has been named president and 
acting secretary of the organization, 
which includes 14 outdoor advertis- 
ing firms. Directors are H. C. Kruse, 
W. J. Bowman and Mr. Hinkson. 


Rinso Rights Upheld 


A permanent injunction restrain- 
ing the Portage Wholesale Company, 
Portage, Wis., from infringing on 
copyrights of the Lever Bros. Com- 
pany, manufacturer of Rinso, was 
issued in U. S. district court in Madi- 
son, Wis., Aug. 21. Lever Brothers 
sought the injunction to restrain the 
Portage concern from using a green 
and yellow package for the latter’s 
soap called “Cleans-All.” The pack- 
ages were similar in color and size. 


Fensholt Appointed 


Advertising of the McNally-Pitts- 
burg Manufacturing Corporation, 
Pittsburg, Kan., maker of coal tipples 
and coal preparation machinery, has 
been placed with the Fensholt Com- 
pany, Chicago. 


M. Glen Miller Named 


The American Hair & Felt Com- 
pany, Chicago, has appointed M. Glen 
Miller to handle its advertising. 


Trade papers will be used. 
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Canada Dry’s 
Landon, Ayer’s 
Hyde to Mathes 


New York, Aug. 24.—The acquisi- 
tion of Chauncey L. Landon and Gor- 
don E. Hyde has been announced by 
the recently organized agency of 
J. M. Mathes, Inc. 

Mr. Landon has been named vice- 
president in charge of marketing, and 


Hyde has been appointed secretary 
of the firm and will act as an ac- 
count executive. 

Mr. Landon came to Canada Dry 
Ginger Ale, Inc., in 1927, as comp- 
troller, but has served the company 
for the past six years as vice-presi- 
dent and director of sales and ad- 
vertising, resigning this week to join 
the agency. 


Formerly with Goodyear 


He was formerly associated with 
the Goodyear Tire & Rubber Com- 
pany in sales capacities and created 


ment. Prior to that he was director 
of sales and distribution for the 
Dunlop Tire & Rubber Company. 

Mr. Hyde has been an agency man 
for the past five years, the last two 
and a half of which were spent as 
an account executive in the New 
York office of N. W. Ayer & Son, Inc. 

At one time he was director of 
sales for the Robeson Rochester Cor- 
poration, manufacturer of electric 
appliances, and for another period 
he was associated with the Curtis 
Publishing Company, representing 
the Saturday Evening Post in New 


will also serve as a director. Mr.|the company’s sales research depart- 


York state. 


following. 


1. Loss Leader Selling. 
2. Consignment Selling. 


3. Selling Below Cost for the purpose of 
injuring a competitor. 


4. Subsidizing of retail sales people by 
giving Bonuses, Commissions, Pre- 
miums, ete. 


5. Premiums or Free Goods to the trade 
which constitute a reduction in the list 
price. 


The average drug store sells more than 
10,000 items. The average grocery store 
sells more than 4,000 items. 


Fortunately for the manufacturer, these 
items cannot all be hidden, but must be 
kept out in sight of the potential cus- 
tomer. 


: . 

What would happen to a product ihat 
is hidden—a product never displayed in 
windows, on counter or shelves? 


If it is a product not known through 
advertising, no one would ever ask for 
it, and there would be no sales. 


If it is a product advertised and for 
which there is a consumer demand, how 
many would think to ask for it if it 
were not in sight to remind them at the 
point of sale? 


Associate Offices in 140 Cities 
Installing Displays 
In More than 4,000 Cities 


At Your Service 


Under the application of the NATIONAL RECOVERY ACT, it is safe to 
assume that those trade practices already branded as “unfair” by the FEDERAL 
TRADE COMMISSION, will be ultimately prohibited. 


Among these are the 


Nationally advertised products have 
been displayed prominently in many 
stores in the past because they have 
been sold at cut rate prices (often be- 
low cost) and used as “loss leaders.” 


Who ever heard of a “loss leader” that 
was an unknown and_ unadvertised 
product? 


@ What will happen to your product 
under the “New Deal”? 


Will it be displayed or will it be hid- 
den? 


What steps are you taking to be ready 
for the change? 


Are you planning to help the retailer, 
or just waiting for him, in the hope he 
will help you? 


The use of professional installation 
service makes it possible for you to 
know that your product and your adver- 
tising is on display in just as many re- 
tail outlets as you want to cover. 


You can even choose the individual out- 
lets if you wish. 


There is no “guess” in what you get 
when you use installation service—not 
a penny wasted. 


And in addition to the reminder value 
of a dealer help at the point of sale. 
your window displays provide you an 
advertising medium at a cost of about 
four cents per thousand of circulation. 


May We Discuss This “New Deal” Problem with you, and 


its effects on your business—just write us and say when. 


WINDOW ADVERTISING, ie. 


300 FOURTH AVENUE, NEW YORK CITY 


Wherever You Want Displays 
One County or One State 
Whenever You Want Them 


*See ‘‘Sales 


Management’’ 
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CONSUMER COPY FOR PROPHYLACTICS 


— 


DRUGGIST has to be a doctor 
—of pharmacy... He has to be 
# merchant— of geueral merchandise 
«+ He has to be @ restaurateur— 
for the breakfast and lunch trade. 
And he is expected to be on deck 
long after other doctors have quit 
for tie night, long after other mer- 
chants have gone to bed. Only the 
night clubs keep open longer. 


largest menafacturers of Propkslactics. It ts one of a se- 


‘ ‘ 


M hile, this coll heat 
must wait on trade... Lady wants 
a stamp. Man asks where the phone 
is. Little girl wants a drink of water. 
People expéct a good deal of serv- 
ice from the druggist—a good deal 
of unprofitable service. 

The funny thing about a druggist 
is that he gives it! 


ries te further th 


clusipely through their only lawful outlet—the drug stors. 


Typical copy of Julius Schmid, Inc., New York, manufacturer of 
prophylactics, which is appearing in 16 men's publications. Copy 
discusses various aspects of the drug business. 


PROPHYLACTICS 
GIVEN BENEFIT 
OF ADVERTISING 


Men’s Magazines to Carry 
New Schedules 


New York, Aug. 24.—Prophylactics, 
hitherto one of the untouchables, as 
far as consumer advertising is con- 
cerned, are to be publicly discussed 
by Julius Schmid, Inc., of this city. 
Sixteen magazines, whose circula- 
tions are confined to men, are on the 
schedule arranged by the Lawrence 
C. Gumbinner Advertising Agency. 

Prophylactics have been advertised 
for some time in the drug trade 
papers and this copy, it is said, has 
educated druggists to the point 
where they believe that they and no 
other channel should be entrusted 
with distribution of this product. 

Consumer copy will enlarge on 
this score. The headings will dis- 
cuss the reliability of the retail 
druggist with such statements as “he 
won’t sell you stale goods.” The 
body of the advertisements will be 
equally innocuous, one example be- 
ing as follows: 

“Your druggist carries fresh stock 
—perfect merchandise—bought from 
a reputable house. He dares not 
trust to bargain products, inferior 
goods, because an ingredient that 
may be of second quality, or stale, 
may do irreparable harm to some 
doctor’s patient—and so toethe drug- 
gist himself. 

“That’s why the reputable drug- 
gist keeps his stock forever fresh 
and carries only reputable merchan- 
dise bought from a reputable manu- 
facturer.” 


Advertiser Gets Footnote 


This is followed by an illustration 
of the three brands sponsored by 
Julius Schmid, Ince., respectively 
Ramses, Sheik and Fourex. 

A footnote then explains that “this 
advertisement in behalf of the retail 
druggist is published by Julius 
Schmid, Inc., New York’’—the first 
identification of the advertiser—‘“the 


world’s largest manufacturer of pro- 
phylactics. It is one of a series to 
further the movement to have pro- 
phylactics sold exclusively through 
their only lawful outlet —the drug 
store.” 

Considered without the law, pro- 
phylactics were formerly bootlegged 
through such devious channels as 
pool rooms. The trade advertising 
helped give the product a better rep- 
utation with thinking druggists, until 
many have reached the conclusion 
that they are charged with a definite 
responsibility in this respect. 

Julius Schmid, Inc., recently de- 
veloped a handsome display cabinet 
for the use of dealers. Not all drug- 
gists installed this, but the stand, 
built to modern specifications, also 
helped to imbue the trade with a new 
viewpoint. 


Victor, Maxwell 
Win Golf Honors 


J. H. Victor, shooting a 78, cap- 
tured low gross honors in the West- 
ern Advertising Golfers Association 
tournament at Skokie Aug. 15. Lloyd 
Maxwell, 87-17-70, won low net, with 
S. F. Nelson second and R. H. Niece 
third. The low gross foursome was 
composed of Dr. John Theobald, A. 
Rand, Rube Markward and _ Jack 
Cullen. 

Low net foursomes were S. F. Nel- 
son, Frank Stein, Curt Harrison, J. 
Godfrey; J. H. Victor, George Hart- 
man, G. Victor, C. C. Secrist; and 
F. E. Crawford, Jr., H. K. Clark, H. E. 
Shuster, A. S. Putney, Jr. 

Guest low gross went to Dr. J. C. 
Barss, with low net to C. C. Secrist. 


General M tn Send 


Out Second Questionnaire 


The customer research staff of Gen- 
eral Motors Corporation has mailed 
questionnaires to over 1,000,000 mo- 
torists, asking for motorists to ex 
press their preferences on a wide va 
riety of subjects, ranging from the 
shape of radiator fronts to the type 
of engine. 

General Motors sent out a similar 
questionnaire last year which differed 
from the present one in that the com- 
pany was not identified. 


Tax Bills Introduced 


Two bills aimed at newspapers 
have been brought up in the Ohio 
general assembly by Senator W. P. 
Haynes, one to tax newspapers ad- 
vertising receipts at three per cent, 
and the other to take one-fourth of @ 
cent on each newspaper sold. 
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Go get MacDonald... 


‘Oy THE 120-odd millions of people in 
the country just a handful have the 


qualities of leadership. 


These are America’s “MacDonalds”. What 
they say and think and do can help tre- 
mendously —or hinder —any product, any 
business. Few in number, they tower above ® 

the mass .. . “Wherever MacDonald sits — \4 
there is the head of the table.” 


How shall we measure the importance of these 
men, who make up the readership of Busi- 
ness Week? By numbers and statistics, cold 
and indiscriminate yardsticks, to which a man is a man and 
a million circulation is twice as good as half a million? By the 
number of radios, washing machines and other worldly goods 
they own — which shows not how near the top but how far 
from the bottom a man lives? By the size of their pay-checks 
and income-tax returns, which indicate only their personal 
buying power and leave out the far more important factor of 


business buying power? 


Business Week can’t define its circulation in the language of 
magazine promotion. For Business Week doesn’t sell the adver- 
tiser just “subscribers” or “readers”. It doesn’t sell him just “busi- 
ness men” — but rather those business men who can meet a cer- 


tain standard of responsibility and power. 


When you think of Business Week, think not of the size of its 


audience but of the market that audience represents. What if — 


there are only 85,000 subscribers (not to mention their fellow- 
executives who also read their copies) ? Remember, only a fraction 
of American corporations do the 
lion’s share of the total volume of 


business. And Business Week’s read- 


ers are found in this top layer. 


Business Week’s readers are the men who have not only wealth 
but the power and position to create wealth. These are the men 
whose OK’s are spending for their companies many times what 
they'll personally earn this year. These 
are the men who are waiting to be 
shown better materials, better pro- 
duction machinery, better distribution 
methods — and are ready to authorize their purchase. These are 
the men who are pushing up those impetuous little lines that 
represent cotton forwardings, carloadings, electric power pro- 
duction—who are starting our business revival at the bottom, 
and by their ingenuity in the art of distribution keeping it 


going at the consumption end. These are the key men of business. 


To these men the business world is an ever-changing affair. Wall 
Street and Washington, inflation and industry codes, tariffs 
and taxes keep changing the picture from 
day to day. And the executive who wants 
his company to stay in the picture must 


keep step with this progress. - 


That means he must read Business Week 
—for here is the only. publication that gives him all the news he 
needs, in the form he needs: with the speed and timeliness of a 
weekly, with the clear interpretation of a business-minded edi- 
torial staff, without the padding of irrelevant material which 


he may or may not have time to read. 


Here is perhaps the most fertile market to be tapped this year. 
A tremendous market for all the things that business buys. (And 
a rich market, too, for the personal and social needs of these men 


and their more-than-comfortably situated families.) 


It’s not just a routine advertising matter to win the attention 
and stimulate the action of these busy men. Primitive, emotional 
appeals rarely upset their rational sense of values. But we can 
furnish you a powerful medium — and if you'll furnish the good, 
sound advertising campaign, you'll find that together we’re an 


unbeatable combination. 


Go get MacDonald! 


BUSINESS WEEK 


85,000 Net Paid 
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COOPERATION OF 
PAPER PRINTING 
GROUPS IS URGED 


Too Much Isolated Effort, 
Wehmhoff Says 


Chicago, Aug. 24—Behind the 
scenes in the printing industry per- 
sistent work is in progress in the 
application of practical chemistry to 
improve the quality and perhaps 
lower the costs of printing — work 
which will in time have a direct ef- 
fect on every advertiser and every 
buyer of printing, according to B. L. 
Wehmhoff, head of the newly created 
technical division of the W. F. Hall 
Printing Company. 

As one example of the practical 
use to which chemical knowledge 
may be put in the printing industry, 
Mr. Wehmhoff cited the problem of 
reducing waste in printing by ob- 
taining a better control over the 
quality of the paper stock used and 
an accurate foreknowledge of how it 
will take ink. This is the chemical 
point of attack in cutting down 
wastes in printing and giving the 
buyer more for his money. A princi- 
pal variable in production costs is 
found in paper in its relation to the 
amount of ink consumed, which fre- 
quently varies 25 per cent or more 
for different rolls of the same ship- 
ment of paper. 

Obviously, if paper using the great- 
est amount of ink were given strict 
control in the making so that it con- 
sumed no more ink in the pressroom 
than the least absorptive of the same 
run, the printing industry will be 
able to save its customers money. 

When Mr. Wehmhoff came to Chi- 
cago a few weeks ago after eight 


DISCUSSES PRINTING 


— 


ae 


B. L. Wehmhoff 


years with the Government Printing 
Office, during four of which he served 
as technical director, he had certain 
ideas as to the measurement of paper 
qualities. Now he is studying these 
tests and combining them with oth- 
ers to determine upon a definite set 
whereby the inking and general 
printing qualities of paper may be 
known. 


Would Control Paper 


In other words, he is developing a 
standard, and when it is developed, 
it will be possible to know by test 
how much ink the paper should re- 
quire, by record the amount used in 
the pressroom and by comparison 
whether the paper is wasteful of ink 
or efficient. 

After establishing these tests, the 
next step in the waste-elimination- 
by-chemistry program is setting lim- 
its to the measure of paper quality 
and the third move is gaining the co- 
operation of the paper mills. 

Mr. Wehmhoff feels there is great 


need for technical cooperation of the 
paper, printing and allied trades. 
Difficulties have arisen and progress 
has been impeded in the past by iso- 
lated efforts. Papers have been made 


and marketed without consultation 
with printing experts and without 
sufficient regard for the finished 
printed products. The paper has 


been developed and given printers 
to make the best of “as is” and print- 
ers have not been entirely free from 
the criticism of accepting what was 
handed to them without cooperating 
with facts, help and advice for basic 
improvement. 

In this respect, Mr. Wehmhoff looks 
to a future clearing house of tech- 
nical information of the printing in- 
dustry which will strive to make it 
more efficient. He anticipates an 
institute with full equipment to work 
out chemical and physical problems 
and feels that it will be established 
under the auspices of the Interna- 
tional Master Printers Association, 
which at present is without member- 
ship in the United States. 


Mechanical developments to re- 
duce printing costs within the next 
few years are in evidence, Mr. 


Wehmhoff said, citing such develop- 
ments as the Austrian Uher photo- 
composer which is intended to pho- 
tograph type individually, providing 
a shortcut past slug making and 
other composition processes, and the 
combination presses which have 
been developed in Europe to combine 
gravure, letter press and _ offset 
methods. These examples merely 
point the general direction of the 
printing trend and give some proof 
of the fact that important develop- 
ments in printing which will doubt- 
lessly act toward decreased advertis- 
ing costs and more impressive and 
flexible advertising are on the way. 


Milk Drive Begun 


The Golden State Company, Ltd., 
San Francisco, has started a new 
campaign for its milk and milk prod- 
ucts. The Drury Company, San Fran- 
cisco, is the agency in charge. 


93 BRANDS OF 
COFFEE TESTED; 
J6 HELD STALE 


Ten Others Called “Unfit 
to Drink”’ 


New York, Aug. 24.—Out of 93 
brands of packaged coffee purchased 
in 16 cities throughout the United 
States, 56 were adjudged to be stale. 
Ten were unfit to drink. 

This summarizes an investigation 
made by Tea and Coffee Trade Jour- 
nal in an effort to determine how 
coffee consumption in this country 
might be increased. The trade paper 
remarked significantly that the pack- 
ages selected for test included some 
of the most widely advertised brands, 
as well as a fair representation of 
less known ones. 

“This investigation has developed 
concrete evidence of the sorry state 
of much of the package coffee when 
it reaches the consumer,” reported 
the publication. 

“It justifies the emphasis that is 
being placed upon the importance of 
fresh coffee. It shows that many 
roasters are neglectful of their pro- 
duct. Some of the best known pack- 
ers are guilty. 

“One brand put out by an outstand- 
ing firm showed that it had been on 
the grocer’s shelf for many months 
and it was put up in a container that 
afforded little protection to the con- 
tents beyond a brief period. This 
particular packer has had much 
to say about his solicitude for the 
dealer and his desire not to over- 
stock.” 

While the trade paper found that 
many packaged coffees are over- 


What’s going on in Power-Field Advertising 


TOTAL SPACE 


JANUARY-JULY, 


The following figures are based on a care- 
ful checking of the three publications 
which carried more than 80% of the total 
display advertising in the power field dur- 
ing the first seven months of this year. 


POWER 


A McGraw-Hill Publication 


*All space figured at one-time rate. 


Inclusive, 1933 


TOTAL REVENUE* 


NEW YORK 


EXCLUSIVE 


(ACCOUNTS USING ONLY ONE PUBLICATION) 


BUSINESS 


REVENUE * 


ee | 


priced, it noted that non-advertj 
brands are particularly guilty in thj, 
respect. These coffees, it asserteg 
made the poorest showing in many 
cases. 


Sees Much Over-Pricing 


Of the 93 brands selected for teg, 
five were bought in Atlanta, six in 
Boston, six in Chicago, four in Gjp. 
cinnati, five in Dallas, four in Kap. 
sas City, six in Los Angeles, six in 
Minneapolis, six in New Orleans, 
eleven in New York, six in Portland, 
Me., four in Portland, Ore., six jp 
Richmond, seven in St. Louis, six 
in Seattle and six in miscellaneoys 
cities. 

On arrival in New York, the pack. 
ages were opened and the contents 
tested in the cup by an expert, and 
witnessed by an observer, who fol. 
lowed the tests throughout ang 
checked on the expert’s findings. 


Variations in Cost 


“The original cost of the container 
appeared to have no bearing on the 
selling price of the coffee and there 
was very little consistency in the 
prices asked for the same grade and, 
in some cases, even for the same 
brand,” reported Tea and Coffee 
Trade Journal. 

“In the Cincinnati group, for ex. 
ample, a brand packed in a cello. 
phane-wrapped paper bag sold for 33 
cents a pound, while a slip cover tin 
ean sold for 25 cents and a vacuum 
can at 30 cents. The highest priced 
coffee bought in this market was the 
poorest in the cup. 

“In Richmond, a slip cover can with 
paper label cost 36 cents as against 
30 cents for a vacuum packed brand, 
the quality of the coffee being about 
equal. At Portland, Me., coffee packed 
in a tin can with an outer wrapping 
of cellophane cost 29 cents as com- 
pared with an interrupted thread tin 
can at 43 cents a pound. The 29-cent 
coffee was superior to the 43-cent 
brand.” 

Discussing packages, the paper said 
a great variety of protective cover- 
ings and liners are used, adding ma- 
terially to the cost, but falling short, 
in many instances, of accomplishing 
the desired results. 

“Some of this ‘dolling up’ adds to 
the eye appeal,” it concluded, “but 
many packers are tacking on an ex- 
cessive charge for these packaging 
extras.” 

Quality Uneven 


“It will be noted,” it continued, 
“that the coffees used in this inquiry 
were purchased in the larger cities 
where presumably the average stock 
turnover is greater than in _ the 
smaller communities. The time on 
the dealer’s shelf is likely to be of 
even longer duration in the rural 
sections, with added detriment to the 
coffee. 

“The average of quality was much 
better in some sections than in 
others, and it is possible that this 
has a bearing on the uneven per 
capita consumption in the various 
states as shown by the investigation 
of the Brazilian-American Coffee 
Promotion Committee. 

“The results of the tests lead to 
the inescapable conclusion that the 
sale of stale coffee must act as a 
decided deterrent to the increased 
consumption of coffee in the United 
States and that an all too large per: 
centage of the coffee now being sold 
is not fit to drink.” 


Handy Appraisal 


McCall Company has issued 4 
unique presentation for McCall's 
Magazine, called the “Space Buyer's 
Friend.” The simple device, a card 
which slides in a slotted envelope, 
gives brief data on 12 “items of 
merit” for six women’s magazines, 
and earned its name because of the 
concise manner in which its story is 
told. 


Drive for Aquafest 
Adcraft Club of Detroit launched 
campaign plans for the Aquafest, De- 
troit’s annual water sports week, at 
an “Adcrafest,” stag party held at the 
Grosse Pointe Yacht Club this week. 


Oertel Appoints 


The Oertel Company, Louisville 
brewer, has placed its account with 


M. R. Kopmeyer Company, Louisville. 
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anice car, buy plenty*and pay their bills. 
What they want they ask for—and get. 


They read The Country Gentleman. They know their 
neighbors read it. In fact, more than 5,750,000 wo- 
men, men, girls and boys read The Country Gentleman! 

They find The Country Gentleman a complete guide 
—a valued counselor—in determining what they will 
buy. They read its advertisements with a depth of 
conviction that induces action. The women depend 
on its articles on fashion, health, beauty, cookery and 
child care. These mean as much to women readers as 
the articles on business, economics, legislation and 
politics mean to their husbands. 

The Country Gentleman is read in 1,650,000 homes, 


HE and her husband live in a home which they own. Together, they 
own and operate a business. They drive up to do their shopping in 


Families of this type determine what is sold in the great market where 
40% of all the nation’s retail business originates—places under 10,000. 


B Reriers Carer 10 HER 
_.. .and HER HAMILY 


by an average of 3.5 readers per home. Seventy per cent of Country 
Gentleman families own homes, 86% own motor cars. They live in, or 


21,114,000 meals a day are served in 
Country Gentleman homes —and 
Country Gentleman families eat 99% 
of all their meals at home. To the 
women who plan these meals and buy 
the food from which they are prepared, 
The Country Gentleman is a valued 
and trusted counselor. 


within easy reach of, important trading centers. 
The time your salesmen spend in this 40% of the national market can 


Make Your ADVERTISING BALANCE WITH 
SALES OpPORTUNITY 


PLACES UNDER 10,000 PLACES 10,000 AND OVER 


40% NATIONAL RETAIL PURCHASES 6O% 


43% The COUNTRY GENTLEMAN plus A 


FA B.C. figures. ; analysis raises 4 Sgure to 80% 


THE COUNTRY GENTLEMAN 


FAMILY COUNSELOR TO MORE THAN 5,750,000 
... Key to 40% of National Sales Potential 
THE CURTIS PUBLISHING COMPANY -: Philadelphia - Boston - Chicago - Cleveland - Detroit - New York - San Francisco 


be made more productive by advertising in The Country Gentleman. Expeti- 
ence demonstrates that advertising in The Country Gentleman is an ade- 


quate approach—even if used all alone. It costs but 
314 cents* per family for a full-page advertisement 
in The Country Gentleman every month for a year. 

If your product 
is one that most families can use 
or enjoy, The Country Gentleman 
should be one of the first three 


magazines in your advertising plan. 
*Four-Color Pages 42 cents 
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“Happy Days” Will 
Accept Advertising 


Happy Days, the weekly news- 
paper designated as the official pub- 
lication of the Civilian Conservation 
Corps, has announced that its col- 
umns are open to advertisers. 

Pending appointment of an adver- New York, Aug. 24.—Ballyhoo, 
tising manager, details may be ob- 


which concerns itself chiefly with the 
yder, editor, or 
a on. ps and foibles of advertising, has started a 


Copy Writer 
Indites Poem 


in Job Hunt 


ager, National Press Bldg., Washing-| Classified page in which advertise- 
ton, D. C. ments qualifying as to wit will be 
ae printed free. An applicant, who 

identified himself only by the initials 

Paper Deal Off J. N. R., made this clever plea for a 


J. D. Knotter, formerly with N. W. job: 
Ayer & Son, who was recently re-|,,.ts: Boots! Boots! Boots! 
ported to have purchased the Gazette, ee 7 a i oe - 
Oconomowoc, Wis., has informed Ap-| Do it every now and then, 


. - Boots! Boots! Boots! Boots! 
VERTISING AGE that the deal has been Batten-Barton-Durstine-Osborn ... 
called off. Wish to God I never was born! 


Listen, Mister Pedlar-Ryan, 

It’s to men like you I'm cryin’; 
Sons of long-established Ayer, 
Do you think that this is fayer?; 


Geyer was my alma-malter, 
Now _ I hanker for J, Walter; 
By Detroit's Campbell-Ewald, 


Very much I'd like to be called; 


I've talents which are far from 
measly, 

Plus pleasant breath for Lambert- 
Feasley; 

This crack, I swear, is not meant 


ee. ae a 
It's fun to be fooled by Mister Esty; 
I'd love to work for Fuller-Smith 


At Forty-nine West Forty-fifth; 
Mine's the kind of copy which’'ll 
Show up fine for Lennen-Mitchell; 


Opportunity so Golden, 

Do you wait at Calkins-Holden?; 
Hurry, hurry, Newell-Emmett, 
Give this boy a job Goddemmett!; 
Boots! Boots! Boots! Boots! 

Of course it would be lots of fun 
To work for almost any one. 


Ballyhoo will be glad to give 
J. N. R.’s address to anyone inter- 
ested. 


Has Timmerman 


R. G. Timmerman, formerly with 
the D’Arcy Advertising Company, 
St. Louis, and the Charles Daniel 
Frey Company, Chicago, has joined 
the staff of Household Magazine, Chi- 
cago. 


Merdusced Men . Advertise 


The Pacific Coast Hardwood Deal- 
ers Association is planning an ad- 
vertising campaign, directed by C. H. 
White, San Francisco, and a com- 
mittee. Newspapers will probably 
be used. 


McCann-Erickson, Inc., New York, 
has been appointed to direct the ad- 
vertising of the Provident Loan So- 
ciety of New York. 


WHY SHOULDNT | 


l— 


MAKE UP MY [Ke 
A 


\ 


IL the Chicago American 
printed an article some weeks 
ago telling of a new way to make 
feminine legs beautiful, nobody 
knew how widespread was the in- 
terest of women in this newest 
beauty problem. The response to 
the article was overwhelming. 


Pi 


The emancipation of women’s 
legs in summer sports, plus the in- 
creasing sheerness of hose, appar- 
ently had brought about a brand 
new national crisis: What to do 
with rough skin, blemishes, vein 
colorings, freckles? 


The American was the first news- 
paper in the United States to tell 
its women readers about this new 
afew method. A good example of the mo- 
dernity and the fashion smartness 
of the American—and ofits readers. 


Chicago American families have 
a greater urge to spend because 
they are more active socially, mod- 
ern in tastes, respond quickly to 
new Styles, new ideas. 


Advertisers of beauty prepara- 
tions and beauty service appreciate 
this quality of the American mar- 
ket, as is shown by this outstanding 
record: For 5 consecutive years the 
American has led all other daily 
newspapers in Chicago in advertis- 
ing lineage devoted to toilet goods 
and beauty shops. 


All of which is one more indica- 
tion of this fact: Over 400,000 Chi- 
cago families loyal to the Chicago 
American must be cultivated 
thoroughly and consistently by 
any manufacturer who hopes to 
realize maximum sales in Chicago. 


CHICAGO AMERICAN 


. a g00d newspaper 


wk A MIGHTY MARKET FOR MERCHANDISE 


National Representatives: Rodney E. Boone Organization 


“New York Sun” 
Will Celebrate 
100th Birthday 


New York, Aug. 24.—The 100th ab. 
niversary issue of the New York Sun, 
to be published Sept. 2, promises ty 
be of unusual interest from the ad. 
vertising viewpoint. One feature that 
will gain the attention of advertising 
men will be a facsimile of the paper’; 
first edition, which carried advertiy 
ing. 

The first issue of The Sun on Sept. 
8, 1833, contained four pages, ea 
84% by 11 inches. Benjamin H. Day, 
the originator of the Ben Day py 
cess, which he developed after dis 
posing of his interest in the Paper, 
did all the work. He acted as pm 
porter, editor, typesetter and majj 
clerk. After getting the paper out 
he waited for buyers to come fq 
copies at one cent each. 

Circulation of the initial issue wa; 
about 1,000. New York’s populatioy 
was then 250,000. 

Ben Day published the paper for 
several years, then sold it to a rela 
tive. Since that day, it has had gey. 
eral publishers of great fame, among 
them being Charles A. Dana and 
Frank A. Munsey. Its present pub 
lisher, William Thompson Dewart, 
took over the reins in 1925 in a. 
cordance with terms of the Munsey 
will. 


Advertising on Front Page 


In the first issue, advertising o 
cupied part of the front page, where 
ocean sailing dates and services were 
detailed in a style somewhat similar 
to modern classified advertising. 

One of the largest issues of recent 
years contained 52 pages with 12 
columns of news and 254 columns of 
advertising. Agate lines of advertis. 
ing The Sun printed during the year 
ended June 30, 1927, were in excess of 
16,000,000. Thus the promise of the 
first publisher, made on the front 
page of the first edition, that “this 
sheet will be enlarged as soon as the 
increase in advertisements requires 
it,” has been justified. 

Among the innovations which The 
Sun claims to have brought the news 
paper field are the setting of a news 
value on incidental local happenings, 
the use of boys on the streets to 
“holler” and sell papers, the printing 
of cable news from abroad and the 
adoption of the power printing press. 

Ben Day with his first press was 
capable of printing 150 copies an 
hour. The use of the power press 
stepped up press capacity to 1,000 an 
hour in The Sun plant, later to 2,500, 
to 10,000 and 20 years after the estab 
lishment of the paper, 20,000 copies 
per hour. Today the plant has 1 
electrically operated presses capable 
of printing 50,000 papers of 32 pages 
an hour. 

The main celebration of the cel 
tennial centers around the special 
issue. However, on October 7, the 
Sun Club, comprising members of the 
“Sun family,” will have an anniver 
sary dinner at the Waldorf Astoria. 


NO PENALTY— 


For Transcriptions or other 
“Spot” Campaigns 


CHOICE— 


“Cross-the-Board” time—day or nite 
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AC Spark Plug 
Wins Suit Quer 
Patent on Pump 


Bay City, Mich., Aug. 24.—Holding 
the patent void and no infringement, 
Federal Judge Arthur J. Tuttle this 
week dismissed the suit brought by 
Stewart-Warner, Inc., of Chicago, 
against A C Spark Plug Company, 
General Motors subsidiary, for an 
alleged infringement of patent rights 
to an automobile fuel pump. The 
A C pump is standard equipment on 
a number of General Motors cars. 

In ruling against the plaintiff, the 
court held that the patent purchased 
by Stewart-Warner from Jean Moulet, 
French inventor, was not practical 
for use on automobiles. The patent 
on the device was originally obtained 
by Moulet during the World War, 
when the pump was installed on air- 
plane motors. 

Previous to the time that the Chi- 
cago concern made improvements on 
the patent, and had it reissued to 
them by the Patent Office, General 
Motors, according to the ruling, had 
developed and put into use its fuel 
pump practical for automobile 
motors. 


R. J. Kideney, F ounder 
of Wildroot, Is Dead 


Robert J. Kideney, founder and 
first president of Wildroot Company, 
Buffalo, N. Y., manufacturer of hair 
tonic, died this week in Ontario, Cal., 
where he had been living in recent 
years. 

Mr. Kideney developed the formula 
for Wildroot while working as mana- 
ger of the old Hotel Iroquois barber 
shop in Buffalo some 30 years ago. 
He disposed of his interests in the 
business ten years ago and moved to 
California. 


To Advertise Shoes 


Chesborough Manufacturing Com- 
pany, Rochester, N. Y., has ap- 
pointed the Rochester office of 
Stewart, Hanford & Frohman,, Inc., 
to direct a national campaign on 
Cosyfoot shoes for children to start 
this fall. 


Hubbell’s New Work 


F. S. Hubbell, well known in the 
agency field, has been appointed sales 
promotion manager of Frosted Foods 
Sales Corporation, New York. He 
succeeds R. D. Holbrook, who joined 
the Blackman Company, New York, 
Aug. 1. 


Burnham with Agency 


Rufus Bradford Burnham, who re- 
cently disposed of his partnership in 
the Parish-Burnham agency, New 
York, has joined Smith, Sturgis & 
Moore, Inc., New York, as account 
executive. 


Publisher Fatally Burned 


Harold Swan, 63, for 40 years pub- 
lisher of the Mazonamie, Wis., Sickle, 
was fatally burned this week when 
a gasoline feedline in a linotype ma- 
chine he was operating burst. 


CIRCULATION 


Percentage 
Raw Materials........ 1.57 
Iron and Steel Pro- 
duction 
Consumers for Fabri- 
cation and_ Treat- 


12.90 


OE SV icaseoenes oe 15.10 
Consumers for Manu- 

ee 53.45 
Consumers for Direct 

A ee 6.36 
Distributors ......... 4.14 
Non-Consumers ...... 3.94 
RE eee 


Remington Rand Will 
Sponsor “March of Time” 


“The March of Time,” originated 
by Time and subsequently used as a 
sustaining program by Columbia 
Broadcasting System, will return to 
the air this fall under the sponsor- 
ship of Remington Rand, Inc., maker 
of business machines. 

The program, which dramatizes 
events of the week, will be presented 
by the same cast which has been fea- 
tured in past performances. 


Foley Gets B. & O. 
The Baltimore & Ohio Railroad 
has appointed Richard A. Foley Ad- 
vertising Agency, Inc., Philadelphia, 
to direct its advertising for the east- 
ern territory. This agency handled 
the account for several years prior 
to 1930. 


Comparative 
Price Claims 
Hit on Coast 


Aug. 24.—"*Now 


Sacramento, Cal., 
$10—formerly $25.” 

Advertising of this type will be 
outlawed in California by Assembly 
Bill 2384, which took effect this 
week, unless the higher price was 
the prevailing market price within 
three months preceding the current 
advertisement. 


Must State Date 
An alternative is for the advertiser 
to state “clearly, exactly and con- 
spicuously” the date . when the 


higher price prevailed in his estab- 
lishment. 

Publishers are relieved of respon- 
sibility for carrying such advertising 
when they insert it in good faith, 
“without knowledge of its false, de- 
ceptive or misleading character.” 

The bill, which becomes a part of 
the state’s false advertising statute 
(Section 654a of the Penal Code) was 
sponsored by various Better Business 
Bureaus and merchants’ organiza- 
tions. 


Baumgart on Board 


Charles F. Baumgart, who has been 
with the Kellogg Company for four- 
teen years and was made general 
sales manager a year ago, has been 
elected to the board of directors of 
the company. 


Yarnell Joins Fawcett 
Advertising Staff 


Clyde Yarnell, formerly a partner 
in the Herr-Yarnell Advertising 
Agency, Minneapolis, has joined Faw- 
cett Publications, Inc., Minneapolis, 
as assistant advertising manager. 

Mr. Yarnell was at one time direc- 
tor of advertising for Northwest 
Trust Company, St. Paul, and later 
held the same position with Lane, 
Piper & Jaffray, Minneapolis stock 
and bond house. 


Bauer & Meyer Account 


Tower Town Topics, Chicago class 
magazine, has appointed Bauer & 
Meyer, Inc., 250 Park Ave., New York, 
as eastern representative. 

Paul DeMayo has joined the staff 
of Bauer & Meyer. 


kets in 


W est. 


Industrial and agricul- 
tural diversity have 
made Kentuckiana one 
of the most stable mar- 


the 


NTUCKIANA 


One of the Most Accessible 
Markets in the Middle West 


Middle 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


Major Market Newspapers, Inc. 


[His important territory which has been among the 
_ first on the highroad to recovery, offers a rich, 
easily-reached market for your product. 


Through Louisville, one of the leading industrial cen- 
ters of the Middle West, the rich rural sections of Ken- 
tucky and Southern Indiana may be reached and sold. 


And your message can be presented to the buyers of 
this market at a single low cost by concentrating in a 
single medium—The Courier-Journal and Times. 


-:- Audit Bureau of Circulations 


REPRESENTED NATIONALLY BY THE BECKWITH SPECIAL AGENCY 
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Wright Resigns 
Harland J. Wright has resigned as 
publisher of Merchandise east l 


[4 
P 4 
geese the depression years The 
Architectural Record showed, in 


its monthly building maps, the true 
omy of the building market. When 
was very bad The Record showed 
it as very bad. Manufacturers have 
learned to look to The Record for an 
accurate appraisal of conditions. 


Today, in 32 States, the building map 
shows a tremendous change for the 
er. 


Write for recent maps of building 
facts—they show exactly bow your 
own sales opportunities bave im- 
proved. 


ARCHITECTURAL 


RECORD 


119 West Fortieth St. 
New York, N. Y. 
Division F. W. Dodge Corp. 


need this! 
6cono-print 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


3,396,309 
100% 
VOLUNTARY 
PROSPECTS 


of which 1,626,203 
are adults. The 
balance are young 


women. 

The only effective 
and _ economical 
system for covering the Home Economics 
field thoroughly. 


HOME MAKERS EDUCATIONAL SERVICE 
Gerald B. Wadsworth, Director 
Freeport New York 


SUMMERTIME 
IN NEW YORK ° 


At this skyscraper hotel, 


days . . . cool ecottel 


$3aDay - $17a Week 
and up for single reom, 
private bath, radio. For 
double room, $5 a 


Write for Booklet AA Guest Roof Deck. 


BARBIZON-PLAZA 


101 WEST 58th STREET 
CENTRAL PARK SOUTH. N. Y 


AMOS 'N’ ANDY 
COMPLETE FOUR 
YEARS ON AIR 


Pepsodent Pair Sets Record 
for Durability 


Chicago, Aug. 24.—The Pepsodent 
Company came into the advertising 
limelight this week when its famous 
radio stars, Amos ’n’ Andy, cele- 
brated their fourth anniversary un- 
der Pepsodent sponsorship over the 
National Broadcasting Company. 
Correll and Gosden, the real-life 
names of the radio stars, gave their 
1,657th performance for Pepsodent 
Monday night. Their popularity has 
been far more sustained than that of 
any other sponsored feature. Some 
other advertisers have employed the 
same stars for several years for 
weekly broadcasts, but no other fea- 
ture has proved as durable as Amos 
’n’ Andy in the daily grind. 

Until Nov. 1, 1932, the black-face 
pair broadcast twice a night, six 
nights a week. Since that date, the 
number has been reduced to five by 
the elimination of the Saturday night 
program. They formerly gave only 
one broadcast per night. 


Took Long Option 


The anniversary also revealed that 
Pepsodent Company has a long-term 
contract on the services of Amos ’n’ 
Andy. The original contract, con- 
taining an option, expired at the 
height of the popularity of Charles 
Correll and Freeman Gosden. With 
other radio advertisers eager to se- 
cure the services of the radio stars, 
there was nothing for Pepsodent to 
do but to take up the option, though 
it is generally believed that this was 
for a longer term than the company 
felt enthusiastic about assuming. 

Though no official expression was 
forthcoming, the anniversary also 
left the inference in the minds of 
some advertising men that even 
Amos ’n’ Andy are somewhat less in 
demand than formerly. The insist- 
ent demand of the public for some- 
thing new has been countered in 
part by the famous stars, but there 
is some evidence that fewer radio 
dials are being twisted in their direc- 
tion at tlre fixed hours. Neverthe- 
less, they probably represent a bet- 
ter investment under present condi- 
tions than the vast majority of radio 
acts. 

The birthday of the Pepsodent pair 
also called attention to the longevity 
of the Goldbergs, another radio fea- 
ture sponsored by the same company. 
This act completed two years on the 
air on July 12. The Jewish sequence 
appears able to capture and hold the 
interest of an audience made up of 
all nationalities. 


Tries New Experiment 


Though the sensational success of 
the Pepsodent Company is generally 
attributed to radio, Pepsodent seems 
to be experimenting more and more 
with magazine copy. It is by no 
means a newcomer in this medium, 
for its first magazine page appeared 
in The Saturday Evening Post of 
Jan. 22, 1917. 

Its current magazine advertising 
consists of reprints of an advertise- 
ment which enjoyed tremendous suc- 
cess some years ago. Not even the 


pictures have been changed, although 


Chicago territory now. 


DIRECT TO 
THE HOME 
How to Build Sales in Chicagoland 


Many national advertisers are enjoying a large increase in sales in the 
The world's fair has. stimulated business and put 
consumers into the mood to spend money. 


Sample Chicago now through one of the most efficient direct-to-the-home 
organizations in America. 


BIG 


ADVERTISING CARRIERS 
20 EAST 8' ST. CHICAGO 


COMPLETE FOURTH YEAR FOR PEPSODENT 


Andy, who this week completed 


roumin F. Gosden and Charles J. 


Correll, better known as Amos 'n’ 
four years of radio service for 


Pepsodent 


they definitely “date” the advertise- 
ment. 

Lord & Thomas, who handle the 
Pepsodent advertising, have con- 
ducted the same experiment for some 
of its other clients, including Quaker 
Oats Company. 

The response to this repetition, as 
far as Pepsodent is concerned, will 
not be known for several months, 
and the answer, when secured, will 
not be divulged, Harlow P. Roberts, 
advertising manager, was frank to 
say. 


Livingston to 
Head Agency’s 


Research Staff 


Detroit, Mich, Aug. 24.—Arthur 
Livingston, former conductor of his 
own market analysis service, news- 
paper economist, and organizer of 
R. L. Polk & Co.’s automobile regis- 
tration service, has joined Brooke, 
Smith & French, Inc., as director of 
the agency’s newly created market 
research department. 

An advanced method for analyzing 
business, described as being based on 
a new combination of scientific fac- 
tors, has been developed by Mr. Liv- 
ingston, according to the agency an- 
nouncement. 

Chief claims for the new system 
are that it presents monthly “the 
most authentic available picture of 
conditions and trends in the leading 
147 trading areas of the country; 
that it determines these conditions 
and trends scientifically and elimi- 
nates all need for guesswork on the 
part of business executives who will 
use it; that it does not merely show, 
as most indices and surveys do, that 
business in various sections is good, 
fair or bad, but reveals just how good 
or bad trade conditions are in terms 
of a statistically plotted norm.” 

The agency’s charts for July show 
that trade nationally jumped 7 points 
nearer normal, stopping 31 per cent 
below normal. They show that since 
March, when the index curve dropped 
to 65 per cent below normal, business 
has made successive monthly gains 
of 12, 6, 8 and 7 per cent. 


Advertising School Begun 


Pace Institute, New York, in co- 
operation with a number of adver- 
tising men, has started a school for 
men and women with a special apti- 
tude for marketing, providing prac- 
tical sales training. 


Two for Homer McKee 


Advertising of Meredith Publish- 
ing Company, Des Moines, Ia., and 
of Laundryowners National Associa- 
tion has been placed with Homer 
McKee, Inc., Chicago. 


Phillips Given Office 


C. Swayne Phillips has been ap- 
pointed vice-president of the Mer- 
chandise Manager Publishing Cor- 


poration, New York. 


Geyer Branch 
Merged With 
Paul Cornell 


(Continued from Page 1) 


of the operations of the new agency. 
Among the numerous accounts of 
the Paul Cornell Company have been 
Oneida Community, Ltd., Oneida, 
N. Y., silver plated tableware; Wil* 
liam A. Rogers, Ltd., Niagara Falls, 
N. Y., silverware; Spool Cotton 
Company, New York, J. & P. Coats 
and Clark’s O. N. T.; Joseph Tetley 
& Co., New York, Tetley Ceylon Tea, 
and Richfield Oil Corporation of New 
York. To these will now be added 
the accounts heretofore handled by 
the New York office of the Geyer 
Company. 


_ 
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Named for Halitosine 


Advertising of Halitosine Company, 

t. Louis, maker of Halitosine anti- 
septic, has been placed with Jimm 
Daugherty, Ine., St. Louis. Newspa- 
pers in middle western cities will be 
used, and will be reinforced with spot 
radio broadcasting. 


——— 
Leopold Alone 
Leopold & Weinhagen art Studio, 
New York, has been taken over 
J. A. Leopold, who will continue busi. 
ness under the name of J. A. 
pold Art Service at 154 Nassau gt. 


——= 


luusteate anad 
—and double it; 
pulling power, 
"Illustrate" radio 
inthedealer'; 
store or window— 
and watch the 
sales curve mount! 


* 
EINSON-FREEMAN CO., INC 


LITHOGRAPHERS 


sspebaar tole 


NA cc neat 
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adv iad vies 


STARR & BORDEN AVES. LONG ISLAND CITY, NEW York 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 
(MI Aa A NA i, A 


$4,966,006 


Advertising in Engineering News-Kecord 
“sales” 
ment, materials and supplies. 


computing bids. Write NOW for details 


and spore that bring the total to $15,961,000. 


W's 's advertising time in. ~~ | 
_ ENGINEERING NEWS- RECORD. : 
ind CONSTRUCTION METHODS 


Important construc- 
tion contracts awarded 
week ending Aug. 24 


Type of work Value For Awarded to 

DROS co ccvccsese 629,806. .lowa St. Hy. Dept............. Separate contract: 
SE ekcu esis 225,000..Port Isa Ere Padre Island Bridge Co. 
ers 359,694..Wyo. St. Hy. are Separate contracts 
Waterworks 2,549,101. .Cleveland, Ohio.............. . Separate contracts 
OE ee 185,000. .Southwestern Brewing Co...... Biner Bros, 
Can Ps eee 175,000. .Continental ne moat ee Kies on eRe Austin Co. of Calif. 
| ner 402,753.. Kansas St. oe =e ++ eae contracts 
Grade ee 229,489. .Springtield, if Dept. Fe ..Separate contracts 
Flood Control... 1,740,000..U. S. Engineers erry ere Day labor 
<a 400,000..Parkway Brewing, Inc......... D. Meinken & Son 
ER 511,500..Regional Bridge Co............ Kansas City Bridge Co. 
RES ner ba niens 417,547..Ohio St. Hy. Dept.............Separate contracts 
eee 680,279. .Wisc. St. Hy. Dept............ Separate contracts 


Public, $10,995,000; private, 


Detailed cai on these and other projects may be found in the current issue 
of Engineering News-Kecord and the McGraw-Hill Construction Daily. 


and Construction Methods will carry your 


story to these and other successful bidders who are in the market for equip- 
In addition continuous advertising will keep 45,000 
engineers and contractors fully advised of your cost-saving products when they are 


to 330 West 42nd Street, New York, N. Y. 
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ADVERTISERS TO 
OK. NRA PLANS 


(Continued from Page 1) 


gon will release a statement to news- 
papers tomorrow which will inform 
consumers as to the true aspects of 
the situation. 

At the same time, local committees 
will be instructed to undertake edu- 
cational activities to undo what harm 
has been done and to guard against 
the growth of misunderstanding. 

The picture regarding use of the 
NRA label has changed much in the 
past few weeks. 

It was agreed at first that the in- 
signia should not be added to pack- 
age labels. Understanding that such 
use would not be recommended, the 
Associated Grocery Manufacturers of 
America adopted a policy to conform 
three weeks ago. 

The policy would not be revised, 
ADVERTISING AGE was told today, but 
a survey reveals that manufacturers 
in this field and others are hastily 
making arrangements to _ identify 
their merchandise by imprinting the 
blue eagle on shipping cases and 
supplying dealers with certificates 
and display material bearing the in- 
signia. 

Forming Committee 


Many will go further and add the 
insignia to package labels, even 
though put to great expense In some 
instances. 

The complete personnel of the com- 
mittee being formed by Mr. Horner 
will not be announced this week. It 
will be national in character and 
composed chiefly of national adver- 
tisers and agency men. 

Among the New Yorkers who have 
indicated their willingness to assist 
in the work are Edgar Kobak, Mc- 
Graw-Hill Publishing Company, act- 
ing chairman; Bernard Lichtenberg, 
Alexander Hamilton Institute; 
George S. McMillan, Association of 
National Advertisers; George W. 
Kleiser, Foster & Kleiser; John Pen- 
son, American Association of Adver- 
tising Agencies, John W. Elwood, Na- 
tional Broadcasting Company, and 
Alfred T. Falk, Advertising Federa- 
tion of America. 

It was the consensus of the New 
York group, expressed at several 
meetings held during the week, that 
the committee should function in an 
advisory capacity only. However, it 
is not unlikely that individual mem- 
bers will make creative suggestions, 
which, so it was indicated, will be 
welcomed at Washington. 


A.N.A. Explains 
Stand on NRA’S 


Consumer Copy 


(Continued from Page 1) 


“It was further pointed out that it 
takes national advertisers from a 
month to six months to get their ma- 
terial on the retail dealers’ shelves. 
In most cases, therefore, they had 
not had the opportunity to imprint 
the seal on their packages. 


Much Merchandise on Hand 


“This means that there are several 
Millions of dollars worth of goods, 
made by national manufacturers who 
have complied with the terms of the 
President’s re-employment  agree- 
ment or who are operating under ac- 
cepted codes, which are standing on 
the dealers’ shelves or are being 
shipped which do not bear the in- 
Signia. Millions of dollars worth of 
similar material is in warehouses. 
It would be an impossible burden for 
the national manufacturers to im- 
Print the seal or to paste it on the 
Packages which have already left the 
factories. 

“The A. N. A. further pointed out 
that they believed that no ‘boycott’ 
was intended by the NRA. 

“However, they requested that the 
local committees have the situation 
pointed out to them so that simple 
justice could be done to the manu- 
facturers who are complying, to the 


best of their ability, with the NRA 
but whose goods are at a distinct dis- 
advantage against those of small 
local manufacturers because they do 
not have the seal imprinted thereon.” 


Petition Against Tax 


Petitions are being prepared by 
the California Retail Grocers and 
Merchants Association as part of a 
state-wide campaign to repeal the 
2% per cent sales tax. It is claimed 
that the sales tax is not being col- 
lected uniformly and is consequently 
unfair. 


Has Sunday Edition 
A Sunday edition has been added 
by the Times, Elk City, Okla. The 
paper is now published mornings, ex- 
cept Monday. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


ADVERTISING SERVICE 

NEW DEAL ADVERTISING—My 
bulletin, “Meeting Changed Advertis- 
ing Conditions,” will be sent FREE 
to advertisers requesting it on their 
letterhead. Seth Brown, Advertising 
Counsel, 121 W. 225th St., New York 
City. 


POSITIONS WANTED 


ADVERTISING MANAGER or as- 
sistant wishes opportunity to prove 
his worth to manufacturer or Insur- 
ance Company. Age 35; Yale grad- 
uate; married, 10 years advertising 
experience, both agency and direct 
mail. Now employed as executive in 
advertising firm. Box 385, ApvertTis- 
ING AGE, Chicago. 


TRADE PAPER SPACE SALES- 
MAN—With eleven years experience, 
available Sept. Ist. Ten years and 
four months with one paper. Last 
eight months in temporary position. 
Live in Cleveland and know entire 
central territory thoroughly. Will 
consider salary and bonus or straight 
commission arrangement. Address 


“Space Salesman,” 819 Citizens Bldg., 
Cleveland, Ohio. 


RADIO EXECUTIVE with many 
years’ experience in the theater, de- 
sires interview with chief executive 
of national advertising agency in 
New York City. Have references to 
show which should satisfy the most 
exacting advertising executive as to 
qualifications to head or serve in 
radio department. Jack Kneisel, 302 
W. 86th St., Apt. 2-C, New York City. 
Phone Su. 7-4838. 


BUSINESS OPPORTUNITIES 


Cleveland (Ohio) Group wishes to 
take over exclusive distribution of a 
fast selling product for Northern 
Ohio. Can finance such operation. 
Box 384, ApveRTISING AGE, Chicago. 
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That is our platform exactly. 
interested in decimals, CANADIAN HOME 
JOURNAL holds a commanding position 
among leading Canadian magazines. 
circulation on the base of the United States 
population would be 2,400,000. That circu- 


ANAD 


G 


Consistently 
excelling in Fiction 


HE other day a space-buyer told us: 

“We're all using the slide rule too much 

these days. Sales aren't built by deci- 
mal points. 
count. Ina magazine it’s interest. Show me 
what's in a book . . 
woman out of her routine for an hour, to 
stimulate her thinking, to answer her prob- 
lems .. . then I'll pick my buy.” 


In advertising it’s ideas that 


. what it does to take a 


If you're 


Its 


lation is logically distributed over a rich and 


profitable market. 


But we believe that reader interest in the last 
analysis determines a publication's value to 
the advertiser. So we emphasize what any 
issue will prove for itself . . . that CANA- 
DIAN HOME JOURNAL excells in fiction, 
stimulates with its articles, pioneers with its - 


departments. 


For example, in publishing serially by special 
arrangement, Leslie Gordon Barnard’s cur- 
rent novel, “Jancis,” the Journal again 
shows the editorial vigour which consistently 
holds its reader interest at high pitch. 


Have you seen the September issue? A post- 


card to Toronto is enough. 


Year after year, for many years, CANADIAN HOME JOURNAL has 
led all other national magazines in Canada in advertising lineage 
per issue. Such consistent recognition comes only when EARNED! 


IAN HOME 
JOURNAL 


Canada’s National:Women’s Magazine 


200,000 NET PAID A.B.C. GUARANTEED 


Published Monthly by 


CONSOLIDATED PRESS LIMITED, TORONTO, CANADA 


New York Office - 475 Fifth Ave. 
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Sorted soe JOINS AGENCY 


Closely following a change in the formula for its baby power, Crystal 

Chemical Corporation, New York, has dressed the product up in 

the new container shown in the foreground. Dexter B. Freeman, art 
director, United Advertising Agency, designed the package. 


James M. Cleary, formerly presi- 
dent of White Company, and be- 
fore that in charge of sales and 
advertising for Studebaker Corpo- 
ration, who has joined Roche, Wil- 
liams and Cunnyngham, Chicago, as 
vice-president. 


Unique little counter display—only 7!/, inches tall—which has proved 
its value to Shefford Cheese Company by boosting sales from 33 to 
66 per cent in actual store tests. It shows a dummy package of 
cheese behind the cellophane door of a tiny "refrigerator."’ John 
B. Flack Advertising Agency, Syracuse, N. Y., is the Shefford agency. 


DIRECTS RESEARCH 


Arthur Livingston, who has been 

named director of the newly or- 

ganized market research depart- 

ment of Brooke, Smith & French. 
Detroit. 


Dubuque Stone Products Company, Dubuque, la., finds this unusual 
display at the entrance to its yards valuable in familiarizing the pub- 
lic with its pene, Under each section of the sign actual samples 


the product mentioned are displayed in a bin. 


REVIEW OF THE WEEN 


ALL OUTDOORS IS FILLED WITH FOLKS FROM SCOTLAND 


Here is the joint entry of Dr. Pepper Company and Raymond P. Locke, vice-president, Tracy-Locke. 

Dawson, Inc., in the contest to determine who started the vogue for Scotchmen on outdoor posters, 

and why. Mr. Locke gives the pedigree of this poster in the "Voice of the Advertiser" in this issue, to 
prove that no collusion existed between his agency and the Shell and Pontiac agencies. 


A NEW TWIST FOR PRETZEL ADVERTISING 


snstabthe. 


When Columbia's picture, "Moonlight and Pretzels," arrived at the 

Palace in Chicago, A. J. Murphy, sales manager for F. L. Klein 

Noodle Company, was all ready with a perfect tie-up. A display of 

Mrs. Klein's pretzels blossomed out in the Palace lobby, and samples 
were given to all theater patrons. 


WRIGLEY POSTER FEATURES NRA 


In step with 
the Nation-- 


This outdoor poster, now being given a national showing by Wm. 
Wrigley Jr. Company, is believed to be the first to feature an 
advertiser's affiliation with NRA. It was placed through Charles W. 
Wrigley Company. 
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